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WOMAN’S OWN NOW HAS... 

An even greater share of the women’s mass market 

An even greater value for advertisers 

An even greater reason for being considered the nation’s 


most influential sales force to women 


+ woman's Onn 
= over 2,000,000 
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ADVERTISER'S WEEKLY 


Banknotes and coins 


in advertisements 


Sirn,—When | was in charge ot 
the Advertisement Investigation 
Department of the Advertising 
Associauion | was associated 
with a number of problems con- 
cerning the reproduction of bank 
notes and coins in advertisements. 
The Bank of England was very 
reasonable and is always willing 
to co-operate with the Advertis- 
ing Association and its members. 

The legal advice which you 
published (February 12) is very 
interesting, but I think the expres- 


IN THIS ISSUE— 


Sir Stephen Tailents emphasises 
the importance of showrooms at 
factories—page 396. 
NEXT WEEK: ‘The first of a 
specially written series on how 
to launch a new product, 


sion “the Bank modified its 
policy, and let it be known that 
the officials would take no objec- 
tion...” is a little unfortunate, 
The Bank of England has never 
published any such statement, 
and, moreover, it does not pre- 
tend to hold itself higher than 
the law. It is, of course, among 
the best informed to give advice, 
which is quite a different matter, 
and it could, like anyone else, 
draw the attention of the law to 
those who offend the passage 
from the Criminal Justice Act 
which is quoted by your legal 
correspondent. 

Actually the Bank of England 
is mainly concerned about an en- 
tirely different aspect, which 
your writer does not mention, 
presumably because it is not a 
legal one. 

The Bank is naturally very 
jealous of its designs, It objects 
very strongly to any debasing of 
those designs, Therefore the ad- 
vertiser who seeks to avoid pro- 


To The Editor.. 


ducing a likeness of bank notes 
or coins, which could be used for 
counterfeit purposes, should not 
go the opposite extreme of using 
crude drawings which are a 
mockery of the original designs. 

The advertiser is therefore in 
a very difficult position, and 
before going ahead with any 
designs he would be well advised 
to have a friendly chat with the 
Bank of Engiand officials. 

The difficulty can often be 
overcome by making the drawing 
smaller than life-size, presenting 
it so that the bank note or coin 
is viewed from an angle or is in 
some way partly obscured, and 
by avoiding the use of realistic 
colours. At the same time the 
design must be flattering—which 
suggests photography rather than 
artwork. Even then the Bank 
officials will prefer you noi to do 
it at all, but if you do not seek 
their advice the police may im- 
pound the blocks and artwork. 
This actually happened not very 
long ago. 

From the legal point of view 
it is extremely difficult to re- 
produce mgney which is not 
capable of being passed by 
someone, however poor the 
design, different the size, or wrong 
the colour. There was the case 
of orange wrappers which bore 
a bank note reproduction. These 
were cut out and freely used as 
money by coloured seamen. That 
is the sort of problem which 
makes the authorities extremely 
nervous. 

In the public interest it might 
be a very good thing if all ad- 
vertisers agreed to refrain from 
using such reproductions. 


F. W. JerKins. 
26 Oxtoby Way, 
London, S.W.16. 


That’s a bright idea 


—that was 


Sir,—1 was more than a little 
interested in the account pub- 
lished in your February 19 issue 
of how the twin-headed Shell 
figure came into being. 

Some months before John 
Reynold’s creation made its first 
appearance I submitted a similar 
multi-headed character with a 
corresponding slogan to Shell's 
main competitors as an idea for 
a screen advertisement, It was 
rejected. 

Which just goes to show that 
one petrol company’s meat is 
another's poison, 

F. BuRTON Hart. 
“Highwalls,” 
Dinas Powis, Glamorgan. 


The pen and the 
pocket 


Sik,—If Leonard Taylor (Feb- 
tuary 12) seriously believes that 
advertising copy is a branch of 
literature, then | suggest that it is 
tume he re-read Shakespeare, 
Dickens and Masefield. 

Copywriting is never fine writ- 
ing per se. The ultimate purpose 
of all advertising copy is simply 
to part more and more people 
from their money, and the mark 
of a good copywriter is the speed 
with which he identifies himself 
with a product or service—and 
its audience of prospects. 

Everyone thinks he can write 
because everyone has to write at 
one time or another, but copy- 
writing requires much more than 
facility with words. It requires 
a knowledge of selling, of mer- 
chandising and of business pro- 
cedure, which is why the more 
successful of to-day’s copywriters 
(including many under 35's) 
regard themselves as _ business- 
men—not artists. 

The world is filled with people 
who feel they could do a better 
job of writing advertisements 
than the men and women who 
make their living as copywriters. 

GERRY O'CONNELL. 
75 Edith Road, 
London, W.14. 


Valuable lessons for 
a small advertiser 


Sik,—1I have pleasure in sending 
a completed Conference Opinion 
Poll questionnaire not so much 
as an entrant for the competition 
as to present the views of a “small 
advertiser.” 

I am a director of Francis 


-Nicholls Ltd., fruit and flower 


salesmen, of Birmingham, and its 
associated and subsidiary com- 
panies, and On a limited appro- 
priation | endeavour to sell a 
“service.” This means that every 
bit of advertising has to be gone 
through with a tooth comb 
before embarking on it, and the 
message which has finally to 
appear upon a page of clean 
white paper costing anything 
from £5 to £35 per insertion must 
be one which definitely will rouse 
the interest and reveal the aim. 

For the last two years I have 
been a regular subscriber to your 
journal and from it I have 
learned many valuable lessons. 
Eventually I hope to submit one 
or two samples of our trade press 
advertising for the critical and 
constructive comments of Copy- 
taster, whose articles are in 


themselves a lecture on advertis- 
ing in print. 
Ihe Frujade campaign articles 
I found enthralling. ‘This is no 
exaggeration because to a small 
advertiser the story of the build- 
ing up of a campaign of this 
description, with the biend of the 
imaginative approach tempered 
by the technical view, is full of 
interest. 
A. H. AUSTIN. 
Birmingham. 


When mailings need 
good envelopes 


Sik,—Referring to recent cor- 

respondence on the use of “good” 
r “cheap” envelopes for direct 

mail—surely the only test is 
suitability for purpose? 

If the envelope can help ie. 
certain mailings to private resi- 
dents or personally to individuals, 
where those individuals will see 
them and open them, then by all 
means let the envelope heighten 
the impression of quality for 
quality you are selling. Con- 
versely, a mailing addressed to 
companies, even for the attention 
of an individual, seldom reaches 
its destination until removed 
from the envelope by a junior or 
secretary and the envelope is, 
therefore, less important, Even 
the “excellent typing” referred to 
by Miss Dorothy Grass (Feb. 5) 
would be missed bythe addressee. 

I think Miss Grass goes too far 
in saying that she would use a 
cheap envelope for her client just 
because other firms do so. If a 
Mailing warrants a good envelope 
—use it. 

Ross HOLLAND. 
Director, 
Simmonds Posta] Publicity Ltd. 


Ad. on the air 
Sir, —— Whenever Jimmy Ed- 
wards says “Come along, Dun- 
hill,” | automatically reach for a 
cigarette! 
PETER JOHNS. 
London, N.9. 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 
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@ Calgary is the birth- 
place of Alberta's great 
oil and natural gas 
development. 


@ Calgary is the finan- 
cial oil capital of 
Canada with over 300 
oil company  head- 
quarters. 


AlLGAR Y 


CENTRE OF CANADA’S HUGE OIL DEVELOPMENT 


The oil boom of the West is centred in Calgary, the financial oil capital of Canada. 
Approximately 300 oil companies have their Alberta headquarters in this thriving foothills 
city, and direct their field operations from there. 


With a population of over 140,000, metropolitan Calgary is also the centre 
of a vast and diversified agricultural area. Surrounded by prosperous towns, ranches and 
farms, the city receives its income from many sources. 


Calgary has 515 food stores; 223 automotive outlets—including service 
stations; 75 men’s and boy's clothing stores; 98 women’s apparel stores; 21 shoe stores; 
91 hardware and building supply outlets; 72 furniture and appliance stores; I 11 restaurants; 
63 drug stores; 29 jewellery stores and 176 other retail outlets. 


Calgary is an active distributing point in Western Canada, with 387 whole- 
sale establisnments. 


Wholesale sales run over $200,000,000 annually, and retail sales over 
$155,000,000. Over 25,000 passenger cars are registered in the city—whose households 
number 39,181. 


An abundance of low cost fuel, plus easy availability of many strategic raw 
materials has drawn industry to Calgary in many fields—refineries, meat packing and 
processing, flour mills, cement, lime and rock wool plants, chemical and fertilizer plants. 


In this rich eager market, the Calgary Herald offers complete coverage. 
A virile, independent and active newspaper, the Herald is the one medium you can rely 
on to carry your merchandising story to Calgary and its retail trading area. With an 
A.B.C. city circulation of 40,369 and a total circulation of 56,621* it offers you 95.3% 
coverage of Greater Calgary. 


To advertisers anxious to sell in Calgary and Southern Alberta, The Herald 
is a ‘‘must’’ in every schedule. 


For a copy of the folder entitled ‘‘The Calgary Herald Market'’ write to 
Mr. F. A. Smyth, 34-40 Ludgate Hill, London, E.C.4. 


*Daily net paid average month of January, 1953 


THE CALGARY HERALD 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 


THE SOUTHAM NEWSPAPERS 
it. @ The Ottawa Citizen @ The Hamilton Spectator @ The Winnipeg Tribune @ The Medicine Hat News 
@ The Calgary Herald @ The Edmonton Journal @ The Vancouver Province 
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Follow the pram to where k g is busiest—the hom 
directly to the Buyer-in-Chief through the pages of WIFE AND HOME, her valued friend and 
counsellor. Covering her whole wide range of interests as mother, wife and woman, 
WIFE AND HOME is bought by over 300,000 such women every month. At the rate of £180 per 


page, it is one of the most attractive advertising propositions in this important field. 


Wile and Home 


ONE OF THE AP. GROUP OF dl. MONTHLY MAGAZINES 
/- MONTHLY | |: E RATE £180 


ur 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON ST., LONDON E.C.4 - CENtral 8080 
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| Belfast 
Telegraph 
THE HOME 


NEWSPAPER 
THROUGHOUT 
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Vol. 159 


180 Fleet Street, E.C.4 
216 A Year Post Free 


Advertiser's 
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The Organ of British Advertising 


No. 2,070 


"Phone: Chancery 8844 
55/- Overseas 
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Belfast 
Celegraphe 


THE HOME 
NEWSPAPER 
THROUGHOUT 
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children’s 


EASTBOURNE 
CONFERENCE 


Advertising 
Conference headquarters at 
Eastbourne from Thursday 
April 30, to Sunday, May 3, 
will be the Grand Hotel 

Sessions will he 
Winter Garden. 


Sponsored TV 


films show 


A new avoproach to the commer- 
cial message in sponsored tele- 
vision is being demonstrated 
in London this (Thursday) 
evening by Foote, Cone & Beld- 
ing Ltd., first advertising agency 
in Britain to embark on large- 
scale television film production 
for the American market. 

Foote, Cone & Belding Ltd. will 
give the first showing of selec- 
tions from “The Rheingold 
Theatre” series of half-hour 
dramatic shows. Produced by 
Fairbanks Productions Ltd. and 
starring Douglas’ Fairbanks 
Jnr., the series is sponsored by 
Liebmann Breweries Inc., a 
client of the agency’s New 
York office. 

A total of 39 half-hour entertain- 
ment films is being produced 
in Britain. Twenty have al- 
ready been completed. 

F.C.B.’s approach to the sponsor's 
message in these shows has 
been deliberately restrained in 
contrast to the general pattern 
of American “commercials.” 

Each of the 39 shows has an 
opening, middle commercial, 
and a sign-off. An attempt is 
made to fit the message har- 
moniously into the entertain- 
ment setting—without disturb- 
its mood and balance. 

The audience at to-night’s pri- 
vate showing will include clients 
of F.C.B., representatives of 


Association 


held in the 


advertising bodies, and of the 
B.B.C. 


Hulton’s launch new 


magazine 
To appeal to 


under-sevens 

ULTON PRESS— 

WHOSE BOARD IS 

IN THE PROCESS OF 
REORGANISATION FOL- 
LOWING THE RECENT 
SENSATIONAL DEPAR- 
PURE OF DIRECTORS— 
ARE TO LAUNCH AN- 
OTHER CHILDREN’S 
MAGAZINE. 

It is understood that the new 
publication has been designed 
to appeal to children too young 
to read Eagle and Girl. 
These two journals, edited by 

the Rev. Marcus Morris, appeal 
specially to the seven to 16 age 
groups. 

A new children’s book Robin 
Annual was recertly announced 
by Hulton’s to be _ published 
alongside Eagle Annual and Girl 
Annual. 

If the launching of the new 
publication follows the pattern 
of those for Eagle and Girl, 
there will be an extensive publi- 
city scheme employing nove! 
methods as well as traditional 
advertising. 

Full details of the new publica- 


tion are to be released next 
week. 


Sleysne use CA CCHGE 


A high-powered advertising 
panel will answer posers on the 
B.B.C. Light Programme in a 
feature entitled “Now's Your 
Chance to Ask Questions About 
Advertising.” 

it will comorise: P. G. E. 
Warburton (chairman and 
managing director, Richard 
Hudnut & Co., Ltd.), vice-presi- 
dent Incorporated Society of 
British Advertisers, representing 
manufacturers; H. A. Oughton 
(chairman, W. S. Crawford 
Ltd.), president, Institute of 
Incorporated Practitioners in 
Advertising, representing agents; 
George Mills (managing direc- 
tor, Mills & Rockleys Ltd.), 


BBC name panel to answer 
questions on advertising 


past president, British Poster 
Advertising Association, repre- 
senting poster industry; G. R. 
Pope (assistant manager, “The 
Times”), chairman, Code of 
Standards Committee, represent- 
ing newspapers; and Kenneth 
Horne (sales director of Triplex 
Safety Glass Co., Lid.), repre- 
senting selling. Sir Miles 
Thomas (chairman, B.O.A.C,), 
past president, Advertising 
Association, will preside. 

The programme, which will 
be broadcast on Monday, April 
13, 99.30 p.m., will be a 
recording of a meeting at 
Sibree Hall, Coventry, on 
March 31. Questions will come 
from an audience of 350. 


Bill to end ‘dual control will be 
considered next month by Lords 


The Manchester Corporation 
(Advertisements) Bill, sponsored 
by the outdoor advertising indus- 
try. 1s to come before a select 
committee of the House of Lords 
on Tuesday, March 24. 

Its purpose is to end “dual 
control,” Le. the application by 
local authorities of their own 
outdoor advertising regulations 
instead of those of the Town and 
Country Planning Act. 

Advertising bodies behind the 
Bill are the British Poster Adver 
tising Association, Solus Outdoor 
Advertising Association, Master 


Sign Makers’ Association, and 
Electrical Sign Manufacturers’ 
Association (whose secretary, 
Bernard Moss, is acting as 
solicitor). 

Purpose of the Bill, says Mr. 
Moss, is to force the Govern- 


ment’s hand, If the industry were 
given a firm assurance that the 
Government would end dual con- 
trol in the Town and Country 
Planning Act to be introduced 
next session, the industry would 
be prepared to withdraw the Bill. 

The Association of Municipal 
Corporations wil! oppose the Bill, 
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3-D coloured ad. film on show next month 


THEATRE PUBLICITY’S PRODUCTION 
FOR FAMOUS TOBACCO FIRM 


HAT is claimed to be the world’s first three-dimensional 

coloured advertising film is now being produced for Capstan 
Cigarettes by Theatre Publicity Ltd. in conjunction with John 
Haddon & Co., Ltd., advertising agents for W.D. & H.O. Wills. 


One of the stores tying up with the “Picture Post’ Kitchen Supplement is 
Bealesons of Bournemouth. 


48 advertisers in ‘Picture Post’ 
modern kitchen supplement 


Originally envisaged as a five- 
page feature, Picture Post pub 
lished a modern kitchen supple- 
ment this week with 14 pages 

12 in monotone, two in tull 
colour, and 48 advertisers. 

In addition, 48) stores and 
more than 100 gas and electricity 
showrooms have agreed to put 
on special modern kitchen dis- 
plays linking up with the feature. 
They have been supplied with 
considerable quantities of newly 
designed display material and, in 
some cases, complete model kit- 
chens have been built on the 
lines of the illustration used as 
a frontispiece to the feature in 
Picture Post. 

“Originally promoted in a 
modest way last summer, the 
initiative was almost taken out of 
our hands by the trade whose 
enthusiasm has virtually built the 
whole thing up for us,” states 
John Cain, advertisement devel- 
opment manager. 

The feature is” printed” on 
cream-tinted paper following the 
reception of Picture Post's suc- 
cessful experiment with a colour 
section for their holiday supple 
ment last month. 

Window cards have been made 
available, on request, to smaller 
retailers and advance copies otf 
Picture Post were sent lo 
leading ironmongers, builders’ 
merchants, and electrical shops 
throughout the country. Ads 
were also. placed in trade 
journals 


‘Temporary’ petrol 
signs allowed 


Cheshire County Council have 
agreed to allow temporary adver- 
tisements relating to branded 
petrol to be displayed “for a few 
weeks” at petrol filling stations 

Kent County Planning Officer 
has advised local councils that 
he does not wish to be consulted 
about advertisement devices 
added to the standard “mast” 
signs at petrol stations for two to 
three weeks only. 


CO-OP. SEEKS MORE DRY 
GOODS TRADE 

Large scale advertising is 
planned by the Co-operative 
movement to capture a bigger 
share in the dry goods trade. 

Blankets, cotton — sheets, 
brushes, linoleum, paints, 
varnishes and umbrellas will 
be covered by a new cam- 
paign which is now being 
prepared, 


a] al 
THE B.LF. WILL 
J ry 
CONTINUE 

There was no foundation for 
rumours that this year’s British 
Industries Fair would be the last, 
stated the Secretary of Overseas 
Irade in a Parliamentary reply. 
Immediately after this year’s fair 


work would begin on preparation 
for 1954 


Entitled “The Real Thing,” it 
is being made by the Stereo Tech- 
niques process, involving the use 
by the audience of polarised 
lenses, and will last about two 
minutes. It will have its first 
showing towards the end of 
March at the Odeon, Marble 
Arch, the Gaumont, Glasgow, the 
West End, Birmingham, and the 
Gaumont, Leeds, and subse- 
quently at other C.M.A. theatres. 
Feature film at the first showings 
will be “Bwana Devil,” the three- 
dimensional picture that has 
played to packed houses in 
Hollywood and New York. 

This new development was 
announced at a press reception 
on Friday, attended by Hugh 
Appleton, chairman and manag- 
ing director of John Haddon & 
Co., Ltd., and §S. S. Wheeler, 
managing director of Theatre 
Publicity. 

Mr. Appleton said: “We are 
proud that our clients, W. D. & 
H. O, Wills, will be first in the 
ficld with this new dramatic 
vehicle for advertising to be 
launched on 3-D Day.” 

Mr. Wheeler praised the 
“splendid co-operation” of Stereo 
fechniques and Haddon’s in 
making the film in record time 

“We believe that in screen ad 
vertising, aS in every other form 
of advertising, it is necessary to 
be right on top of every new idea 
which may mean greater 
to advertisers,” he added. “I am 
naturally glad that ours is the 
first company to produce a three 
dimensional film for publig ex- 
hibition in this country.” 


service 


‘Next decade will see growing 
use of colour in daily press’ 


Great changes in the technical 
background of the printing in- 
dustry and in newspaper pro- 
duction were foreshadowed by 
C. F. Carr, general manager and 
editor-in-chief, Southern News 
papers Ltd., when he presented 
the annual prizes to students of 
printing at the Southern College 
of Art 

Describing the progress of 
modern research developments, 
Mr. Carr said, “It may be that 
atomic science will not influence 
printing for some time to come, 
but it is clear that electronic 
science is already changing its 
technical background.” Mention- 
ing particularly new processes in 
photo-engraving and _— type-set- 
ting, including — teletype-setting, 
new methods of photo-compo- 
Stion and the facsimile trans 
mission of printed matter, he 
advised young printers to keep 
abreast) of coming — technical 


changes. and to try to adapt 
themselves to accept and exploit 
them as they arrive 

“Colour is on its way into 
newspapers, As soon as we have 
had five vears of saturation of 
colour television, there may be 
a demand for colour in the 
columns of the provincial daily 
press. It is likely, therefore, that 
within the next decade we may 
see a growing use of colour in 
the ordinary newspaper as we 
know it to-day.” 

Many changes in the technical 
development of the — printing 
industry were casting — their 
shadows before them. There was 
one shadow which was. rather 
perturbing -the possibility of a 
growing shortage of paper. It 
was up to all in printing, even 
in the smallest wav, to associate 
themselves most actively with the 
movement to and 
develop new 


discove! 
basic materials 


- Protest at ban 


on gas ads. 


Advertising restrictions imposed 
by the Minister of Fuel and 
Power are having a bad effect 
on the gas industry, say the South 
Eastern Gas Consultative Coun- 
cil. They would like to see them 
removed as soon as possible. 

But correspondence with the 
Ministry over this matter has not 
been encouraging, it was reported 
at a recent council meeting 

B. Constable (chairman) 
recalled that last December they 
sent a resolution asking for the 
position to be reviewed, but only 
a formal acknowledgment was 
received, 


No assurance given 

They wrote again last month 
and the Ministry had replied that 
the views of the council would 
be “borne in mind.” However. 
No assurance was given that the 
Minister's ban, imposed at a 
time when the country’s economic 
state Was critical, would be lifted 

A woman council member said 
that, because of the advertising 
ban, people living in country 
districts knew nothing of the 
modern gas appliances available 
at the showrooms. 


‘Wear a hat’, 
says the Union 


The Felt Hatters’ Union of 
Great Britain is advertising the 
products of its industry, 

While urging readers to look 
for the Felt Hatters’ Union labe! 
inside the hat band, as a guaran 
tee that the hats are British made 
throughout’ by © skilled trade 
craftsmen, the Union's advertise 
ments also help sales by carrying 
the industry’s slogan “If you 
want to get ahead get a hat.” 

Fred Worthington, secretary, 
in his annual report, points out 
that employers, merchants and 
retailers are doing their part in 
continuing an advertising cam 
Ppaign to combat the menace of 
hatlessness, and “are to be com 
mended for so doing.” 

He calls upon operatives in 
the industry to discourage hat 
lessness “not only by judicious 
propaganda, but by setting the 
example of wearing a hat.” 


New members of 


ISBA 


New members of the Incorpor 
ated Society of British Adver 
tisers are: J. Bibby & Sons Ltd. 
the Power Petroleum Co., Ltd., 
and W. M. Still & Sons Ltd. 
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Publicity mobilising for 


CO-ORDINATING COMMITTEE NAMED: 
FREE PUBLIC RELATIONS SERVICE 


UBLICITY has mobilised its forces to aid the Lord Mayor's 

Flood Relief Fund. A working committee is now co-ordina- 
ting advertising help throughout the country, and a public 
relations organisation is already in being. 


At the Mansion House on 
Friday the Lord Mayor, Sit 
Rupert De la Bere, welcomed the 
committee which had been set 
up by the Institute of Incorpor- 
ated Practitioners in Advertising. 
fo be known as the Lord Mayor 
of London’s Flood Relief Adver- 
tising Committee, it consists of : 
Hugh Appleton ohn Haddon & 
Co., Ltd.) chairman; H. A. 
Oughton (W. S. Crawford Ltd., 
president, LI.P.A.); D. A. Bain 
(S. H. Benson Ltd.), Clifford 
Bloxham (Clifford Bloxham & 
Partners Ltd.), A. O. Buckingham 
(Young & Rubicam Ltd.), R. S. 
Caplin (R. S. Caplin Ltd.), T. F. 
Clarke (R. F. White & Son Ltd.), 
W. K. Crampton Chalk (Tech- 
nical Advertising Service), G. P. 
Jackson (G. Street & Co., Ltd.), 
Brian MacCabe (Foote, Cone & 
Belding Ltd.) W. E. Osborne 
(Osborne-Peacock Ltd.), Miss 
Florence Sangster (W. S. Craw- 
ford Ltd.), R. H. Sharp (Robert 
Sharp & Partners), C. F. ‘Tomkin- 
son (London Press Exchange), 
and George Worledge (Alfred 
Pemberton Ltd.) with Drum- 
mond L. Armstrong (director, 
1.1.P.A.) as secretary 

After a detailed briefing from 
the Lord Mayor and his Sword- 
bear et. 
W. ¥ Bos- 
ton, the 
committee 
appointed a 
working 
committee 


which has 
already held 
two meet- 
ings and 
will hold 
another next 
week This 


committee 
com prises: 
M essrs 

Appleton 
(chairman), Bain, Bloxham. 
Buckingham, Jackson and 
Osborne, with C. J Morny 
(assistant secretarv, LI.P.A.) as 
its secretary. 

The committee has also been 
asked to nominate members to 
serve on the Lord Mavyor's 
Advisory Committee and = Mr. 
Appleton has been invited by the 
Lord Mavor to 
{ppeals Committee 

On the advice of the commit 
tee, the Lord Mavor has accepted 
an offer by Foote,Cone & Belding 
tor a free public relations service 
for the Fund—24 hours a day for 
the next three months. F.C.B.’s 
P.R. group has seconded a senior 
account executive. Eric Williams. 


Hueh Appleton 


serve on his 


‘o the Mansion House and its 
P.R. director R. Paget-Cooke. 
to act as liaison officer between 


the LLP.A. and the public rela- 


tions operations. Mr. Williams 
takes over from C. J. Murphy 
who, with George Barwell, has 


been voluntarily doing P.R. work 
for the Fund. Both Mr, Murphy 


and Mr. Barwell have been 
thanked by the LLP.A. for their 
Services, 


. 
Newsprint loss 

The Newsprint Supply Com- 
pany announce that the loss 
of newsprint in the floods at 
Purfleet has been estimated by 
the underwriters’ surveyors to 
amount to between £850,000 
and £1 million. 

Asked for a substantial pay- 
ment on account to enable 
newspapers to replenish their 
stocks as quickly as possible, 
the underwriters forwarded a 
cheque for £500,000 within a 
few days. 


eer 


—_— 


Radio Luxembourg has ap- 
proached the Lord Mayor and 
has offered to make free airtime 
available in the English trans- 
missions for an appeal or any 
other project designed to raise 
funds. 

Her Majesty the Queen has 
expressed her appreciation of the 


Fifteen guineas, representing ap- 
proximately Is. per member, has 
been contributed to the Lord Mayor 
ot Manchester's Flood Distress 
Fund, by Manchester Publicity 
Association, and it has been sug- 
gested to the Advertising Associa- 
tion that other publicity and adver- 
tising clubs be invited to do like- 
wise. 


“yonerous 


Midland 


action” of the East 
Allied Press Group in 
giving the proceeds of the sale 
of their pictorial record of the 
floods to the Relief Fund. 


‘Ordeal by water’ 


\ special multi-language pic 
torial edition of The Hague daily 
newspaper Her Vaderland, con- 
taining 100) photographs and 
telling the full story of the Dutch 
floods, is being distributed in this 
country by The Observer. 

Over 10.000 applications for 
copies at Is. each were received 
in the space of a few days. Pro- 
ceeds will be divided between the 
British and Dutch flood funds. 

The Observer is paying for the 
whole of the cost of distribution 


in this country. The edition. 
entitled “Ordeal by Water.” has 
been printed in Dutch. French. 


English, Flemish, and Scandina- 
vian languages and is distributed 
in each country in co-operation 
with the national newspapers. 


One of a series of display panels 
iMustratine the manufacture of 


vas ond by-product recovery, 
desiened by John Milne of 
Decor Advertising Ltd., Bristol, 


which will be used in showrooms 
throughout the South Western 
Gas Board area 


ADVERTISER'S WEEKLY 


flood relief fund 


Small ads. in — 
foreign markets 


A special department has been 
started by Albert Milhado & 
Co., Ltd., to deal with small and 
classified advertising 

“Small advertisements are 
often the forerunners of larger 
contracts.” says Mr. Milhado. 
“As soon as a market opens the 
flow of small ads. starts; British 
exporters looking for agents or 
representatives want to advertise 
in the best newspapers or trade 
journals, 


Bigger ads. will follow 


“We look upon these small ads. 
as the start of yet another export 
to foreign markets. Once off to a 
successful beginning 
doubt that larger advertisements 
must follow. That ts the reason 
why we have opened this new 
department. We know it is a lot 
of work for «a very small 
remuneration, but we look at it 
as a long term policy.’ 


there Is no 


‘Classifieds bureau would be a 
boon to hotel industry’ 


Malcolm Graham, chairman of 


the Express and Star, Wolver- 
hampton, who suggested a 
“classifieds bureau” in ADVER- 


risers Weekty Guest Column 


(February 12), has received a 
letter from @ user of classified 
columns in local newspapers, 


which states: 

“Some hotels and guest houses 
average at least £50 to £75 a year 
on advertising in ‘small’ classified 
columns in local papers, Our 
business 1s too small to bother 
about agents and as each paper 
has different rates a certain 
amount of planning and caleculat- 
ing has to be undertaken, then 
separate letters and orders have 
to be written to various news- 
papers with whom one wishes to 


advertise ina small way—a costly 
way of doing things. 

“A classifieds bureau would 
eliminate this and prove to the 
holiday industry a great boon. 

How many local papers 
trouble to give the hotel and 
guest house advertisers a_ full 


description of the holiday habits 


of the people in its area? Such 
things as main holiday weeks and 


whether coaches and through 
trains run to one’s particular 
resort or not? 

“Such information could be 


available readily at a classifieds 
bureau.” 


C.o.L, spending 
£300,000 cut 


A cut of £300,000 in the expea- 
diture of the Central Office of 
Information, imposed by the 
Government for the next financial 
vear, is likely to fall on the 
department's home activities. 

This vear nearly £700,000 was 
provided for press and poster ad- 
vertising and £167,000 for films. 
Since the closing of the Crown 
Film Unit last year £60,000 was 
provided for production by con- 
tractors 

Estimated expenditure next 
year is £1,381.000, which repre- 
sents economics of £845,000 in 
two years. 


HAND IN GLOVE(R) AGAINST THE CHIEF 


Everyone has heard how Northcliffe created alarm and despondency 
in the advertisement department of the “Daily Mail” by appointing 
a hall porter named Glover as critic of the “Mail” advertisements, 

The sequel, never before told in public, was revealed on Monday at 
the Publicity Club of London by Sidney T. Garland, who at the time 
was “Mail” advertisement manager. 

“Glover, as it happened, was an old friend of mine,” he said. “I 
had employed him previously when I was with Selfridges. 


“I asked him what he way getting for his new job. 


a week’, was his reply. 
worth while to earn that. 


‘An extra £2 


I told him he must certainly do something 


“The upshot was that I saw him every day and told him just what 


to say to Northcliffe about the ‘Mail’ advertisements. 
clifle was always ringing up to say what a good boy was Glover!” 


And North- 
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S. T. Garland 


London 


A. Pemberton 


C. E. McConnell 


Veterans praise personal 
touch in advertising 


“Three old war horses of advertising” (to quote one of them, 
Alfred Pemberton) fought their battles over again at the Publicity 


Club of London on Monday. 


Sidney T. Garland and Charles 


FE. McConnell completed the trio. All three head the agencies 
they formed many years ago under their own names. 


“The personal touch in advertis- 
ing and selling’ was their subject. 

Advertising, said Mr. Garland, 
was in danger to-day of becoming 
a machine. Despite the valuable 
part played by researches, surveys 
and specialists, success eventually 
depended on the personal touch 
the skill and imagination with which 
knowledge was applied. This was 
specially true of advertising because 
advertising was a show business 
demanding the qualities of show- 
manship. 

“A man who expects to become 
a personality must be something 
bigger than a committee man or a 
memo man,” he added 

The personal touch 

Was responsible for clever 
exploitation of known facts. 

Ensured sound psychological 
approach to a problem. 

Could be expressed by en- 
thusiasm, which was always con- 
tagious. 

Meant, above all, originality. 
The pure mechanics of advertis- 

ing, without the “plus” of this 
personal, inspirational touch, were 
inadequate to meet present highly 
competitive conditions. 

Both Mr. Garland and = Mr. 
Pemberton illustrated the point 
with reminiscenees of great adver- 


tising personalities they had known . 


or worked with, including North- 
cliffe, Gordon Selfridge, Sir Thomas 
Lipton, Sir Charles Higham, Sir 
William Crawford and C. S. Milli- 
kin. 

Mr. McConnell, who recalled that 
he first addressed the Publicity Club 
of London 28 or 30 years ago at the 
old Hotel Cecil, said the human 
touch was invaluable, as he had 
found by experience, in getting the 
best out of one’s staff. 


Wolverhampton 


Making punishment 


fit the crime 


Remarking that the place for 
criminals was “inside,”’ ex-Detective 
Superintendent Bob Fabian told the 
Publicity Club of Wolverhampton : 
“The pendulum has swung too much 
the other way.” 

“IL believe in an eye for an eye, 
a tooth for a tooth, and a life for 
a life,” he said. 


Club News 


Hull 
Honest advertising 


The two principles of a free 
democracy-—the right of free speech 
and the right of free choice--are 
threatened when advertising is 
threatened, Leslie E. Room, director 
general of the Advertising Associa- 
tion, told Hull Publicity Club. 

The advertising business had often 
been in advance of legislation. “*Ad- 
vertising to-day, like most busi- 
nesses, 18 pretty honest,” he said. 


Berks and Bucks 


Promotion methods 
compared 


John F. Derry, business manager 
of The Machinist, spoke in Slough 
to his fellow-members of the Berks 
and Bucks Publicity Club on trade 
press promotion. 

He compared British technical 
press advertising and promotion 
methods with American techniques, 
and illustrated his talk with some 
lively film strips. 


Leeds 


.* 
‘Church is not 
2 b) 
dying 

The Vicar of Leeds (Canon A. S. 
Reeve) told the Leeds Club: “This 
idea that the young people of to-day 
are not interested in religion is 
absolute bunkum, and it is high 
time that was fairly and squarely 
said. Sometimes people talk as if 
the Church of England was dying 
on its feet. Nothing could be 
further from the truth. We are 
feeling pretty fit and things are 
looking up all round.” 

Thanks to the vicar was proposed 
by ‘Frank Heywood (general man- 
ager, Yorkshire Evening News), a 
vice-president. 

talk on typography, layout 
and copy, was given to members 
of the Associate Section of the 
Club by Maurice Barringer of 
Storey Evans & Co., Ltd. 
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Women’s Club 


The technique of 
film-making 


Anthony Asquith, the film direc- 
tor, was guest speaker for the 
Women's Advertising Club of 
London monthly dinner at the 
Trocadero. 

He desesibed how techniques of 
film-making have developed since 
the early days of D. W. Griffith, and 
as an example took a short imagin- 
ary film scene and described how it 
would have been directed by famous 
film directors. 

Mr. Asquith said that three- 
dimensional films were merely a 
further extension of technique and 
not a revolution in the sense that 
sound was. 

Mrs. Mollic Coglan, president of 
the Club, was in the chair, and the 
vote of thanks was proposed by 
Miss Doris Richardson, a_ past 
president. 


North Wales 
Rhyl and Prestatyn 


annual dinner 


Truth in advertising was nothing 
other than a purely straightforward 
business necessity, said G. S&S. 
Holmes, secretary of the Publicity 
Club of North Wales, at the second 
annual dinner of the Rhy! and 
Prestatyn branch at the Marine 
Hydro, Rhyl. Reflected in the mir- 
ror of publicity should be nothing 
but absolute truth and integrity in 
advertising. 

Referring to the formation and 
progress of the Publicity Club of 
North Wales, Mr. Holmes said that 
it covered the largest area of any 
of the clubs affiliated to the Adver- 
using Association. 

On behalf of the Council of the 
Club, he congratulated the branch 
on its progress and activities. 

The necessity of publicity and 
advertising in a seaside town was 
stressed by Cr. T. Norman Jones, 
chairman of Rhyl Urban Council. 
The club existed to promote and 
maintain a high standard of pub- 
licity in North Wales, where pub- 
licity was vital to the resorts. 

The toast to the ladies was pro- 
posed by Frank Bottom, Rhyl’s 
publicity manager, and chairman of 
the Publicity Club of North Wales, 
and Mrs. Eva Allinson, wife of 
Ronald Allinson of Rhyl, replied. 
The loyal toast was proposed by 
Arnold Jones, founder and vice- 
president of the club. 


Oxford 
Where British copy 


beats American 


Miss Mary C. Scott, account 
executive with Cecil B. Notley 
Advertising Ltd., told the Advertis- 
ing Club of Oxford that good ad- 
vertising copy should stop people, 
inform them and stay with them. 
One should write to influence people 
rather than to persuade them. Too 
many stores advertised in an almost 
identical manner; the advertise- 
ments lacked individuality and were 
therefore bound to have less 
influence. 

The tone of the copy should not 
be hectoring or ponderous, she said. 
The long term progressive approach 
was the only one which paid. 

Miss Scott said that although 
American advertising was usually 
thought to be wonderful, she felt 
British copy was more adventurous 
and more alive. 
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POLL EARLY 
FOR £25 


Readers intending to enter 
the “Advertiser's Weekly” 
Conference Opinion Poll Com- 
petition are asked to send in 
their completed forms as early 
as possible, not to keep them 
until just before the closing 
date. 

So far, most entries have 
come from the London area. 
More from the provinces are 
needed if the result is to be 
genuinely representative. More 
entries from those on the ad- 
vertiser and media side are 
also required, for nearly half 
the early entries are from 
entrants in advertising 
agencies. 

A first prize of £25 and 
other prizes, making a total 
of over £60, are offered in this 
competition, aim of which is 
to find out what kind of con- 
ferences advertising people 
really want. 

Additional entry forms can 
be obtained from the Editor 
of “Advertiser's Weekly.” 


Birmingham 
Realism in the 
studio 


Provincial advertisers tend to use 
too many old studio photographs, 
D. P. L. Matthews, studio man- 
ager for Condé Nast publications, 
told Birmingham Publicity Asso- 
ciation, 

These were the days when a 
good background was an actual 
background. Realistic photography 
was so necessary that the studio 
was once asked to provide a live 
elephant. 

They were always striving after 
something new and different and, 
when the real thing was not avail- 
able, thought it was well worth 
while to go to great trouble and 
expense to build whole sets. They 
would work all night on something 
new, then scrap the whole idea if 
it did not work out to their satis- 
faction. 


Manchester 


Two nominations 


R. Highland Longdon has been 
invited to succeed Hugh Holker as 
chairman of the membership com- 
mittee of Manchester Publicity 
Association, following the latter's 
resignation upon transfer to 
London. 

N. N. Jones has been invited to 
represent the Association on the 
commiitee responsible for the org- 
anisation of the Clubs’ Conference 
at Harrogate. The nomination has 
been submitted to the Advertising 
Association. 


‘Are PRO’s really 


necessary?” 


W. L. Andrews, editor, Yorkshire 
Post, will introduce a discussion on: 
“Are public relations officers really 
necessary?”’ at a meeting of the 
North-Eastern Group, Institute of 
Public Relations, in the Griffin 
Hotel, Boar Lane, Leeds, on 
Wednesday, March 11. 

This is an open meeting and a 
lively discussion is expected. 
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No ‘reckless extravagance’, says ‘Statistical Review’ 


ADVERTISER'S WEEKLY 


Nearly £46 million on press ads. in 1952 


‘Express’ opinion 
poll favours 


sponsored TV 


Most people in Britain favour 
sponsored TV according to a 
Daily Express Poll of Public 
Opinion. 

The result was: In favour 51 
per cent; against 29 per cent; 
don’t know 20 per cent. 

The Express adds: “Many sup- 
porters of sponsored TV want a 
tight control on the length and 
number of ‘commercials’ allowed 
in each programme. They do not 
want continual interruptions by 
advertisers. 

“They say that sponsored TV 
should make a considerable and 
much-needed improvement in 


programmes—and_ give longer 
viewing. 

“The opponents of commercial 
programmes think they would 


lower standards and might be 
abused by ‘undesirable’ adver- 
tisers.” 


An experiment, says 
Postmaster-General 


Asked in the House of Lords 
on Monday whether there was 
any reason why the Government 
had taken power to give licences 
for sponsored television and not 
for sound broadcasting, the Post- 
master-General (Earl De La 
Warr) said most parts of the 
country already had a choice of 
sound programmes including a 
regional programme. 

Television was of recent growth 
and there was only one central 
service which was still in course 
of development. It was therefore 
considered reasonable to choose 
this field for an experiment in the 
departure from monopoly. 


New TV company 


Directors of S. T. Garland 
Advertising Service Ltd. have 
formed an associate company, 


Television & Radio Advertising 
Services Ltd. 

Purpose of the new company, 
states Leonard Garland, is to 
advise clients on sponsored radio 
and television abroad and, when 
the time is ripe, at home, and to 
enable them to participate in 
preliminary discussions now. The 
new company has affiliations with 
firms engaged in sponsored tele- 
vision abroad. 

Directors are §. T. an. 
Leonard Garland and A. 
Tarryer. 


First full page 


Herts & Essex Observer carried 
its first full-page advertisement last 
Friday. It was for Regent petrol 
and incorporated a map showing 


the location of petrol stations in the 
area. 


PETROL AD. SPENDING PROBABLY ON 
PRE-WAR RATIO TO RETAIL SALES 


rs a total expenditure of £47,556,375, 1952 was a record 
year for press display advertising, and its last quarter was 
the best of all. Every type of publication has benefited, especi- 
ally the London morning, evening and Sunday papers. 


This encouraging picture is 
drawn in the latest issue of 
The Statistical Review of Press 


Advertising, which notes that the 
total expenditure on press display 
advertising was 11-56 per cent 
larger than the £42,628,319 re- 
corded in 1951. At £14,049,866, 
the last quarter was 15-13 per 
cent more than the same quarter 
in 1951. The greatest monthly 
expenditure in 1952 was during 
October. 

The largest gains for the 
quarter were shown by news- 
papers: London mornings, 28-73 
per cent up; national Sundays, 
28°42 per cent up; London even- 
ings, 21-85 per cent up; provincial 
and suburban weeklies, 17-6 per 
cent up; and provincial dailies, 
9-06 percentup. Relative increases 
for periodicals were much smal- 
ler, magazines showing 4:93 per 
cent, technical journals 4-70 per 
cent, and trade papers 2°14 per 
cent. 

Accompanying tables show how 
all media groups have benefited 
and also the percentage of the 
increase as it has affected each 
individual group. 


Biggest spender 

Biggest spender on press ad 
vertising during 1952 was Shell 
Mex and B.P. with £364,229 
Others in the £200.000-plus 
er A were: Persil, £323,077; 
C. & A. Modes, £297,312; Dun 
lop Tyres, £268,096; T ide. 
£265,253; British Railways. 
£253,977; Batchelors Soups & 
Canned Vegetables, £249,309; 
and Esso, £203,514. 

The aggregate expenditure in 
the press for petrol and oil 
together was £1,056,649. This 
was 65 per cent more than the 
£641,526 in 1951, but little more 
than 38 per cent above the 1935 
pre-war peak. Statistical Review 
comments: 

“It may well be that other 
forms of publicity last year ex- 
ceeded the amount spent on 
press advertising, but even so 
we seriously doubt if over-all 
expenditure would indicate any 


How extra spending 


was spread 


Actual | 
Increase 

1952 over | % of 

| 1951 Total 
London Mngs. “| £1,954,490 | 39-66 
London Evgs. 427.765 a-68 
Nat. Sundays | 921,672 | 18-74 
Prov. Dailies | 457,279 0-28 
Prov. & Sub. Wklies. | 244,558 406 
Total all Newspapers | £4,005,764 | 81°32 
Magazines... aed 713,013 | 14°48 
Technical ... 117,087 240 
Trade 90,592 1-80 


Totalall Publications | £4,028,056 | 100%, 
oe | 


reckless eXtravagance as com- 
pared with the old days. 

“To what level will expendi- 
ture on petrol advertising rise? 
The initial drives will probably 
be the biggest, and an indication 
of their extent is given by our 
provisional total for petrol only 
in January. Up to the time of 
writing the figure is £192,900. 
The largest contributions to this 
big total are: B.P., £40,500; 
Shell, £41,400; National Benzole, 
£31,000; Esso, £27,500; Regent, 
£20,500. The idea that a cut 
in these appropriations would 
permit a reduction in retail 
prices is questionable. Jt is 
extremely doubtful that the ratio 
of advertising expenditure to 
retail sales is anv higher-—it may 
well be much less than in pre- 
war days.” 


Government cuts 


Government advertising 
dropped to £995,099 for the year 

16°37 per cent less than the 
1951 total. Easily the biggest 
spender was British Railways at 
£51,134, National Savings com- 
ing a bad second with £36,077. 
The only media group that did 
better from Government adver- 


tising than in 1951 was the 
national Sundays 
Foreseeing bigger advertising 


* Continued | on page 409 


Where the millions went 


London Mornings 

London Evenings 

National Sundays.. 

Provincial Dailies 

Provincial and Suburban Weeklies 
Magazines 

Technical 

Trade 


otal 


1051 1952 Rise %, 
£1',085,541 £13,040,031 17:42 
», 687,608 3,115,373 15-02 
1,314,463 5,236,135 21-36 
S611 | 6,018,423 8-22 
1,493,356 1,737,014 16-38 
4,393,331 15,107,244 | 406 
1,446,476 564,463 16 
| 646,400 1,736,792 540 
£42,628,319 +1156 


| £47,556,375 


Tying up with | 
An Tostal 


An Tostal—the “Ireland at 
Home” Festival—which opens. at 
Easter is being grected by a 
number of advertising and pub- 
licity promotions. 

Two of the national dailies, 
Irish Independent and Irish 
Press, have already announced the 
publication of special An Tostal 
supplements; the Standard is 
publishing a special edition of its 
“Irish Holiday Review" and 
several similar promotions are 
in preparation. 

The publicity advisory com- 
mittee of the Dublin Tostal 
Council has decided, however, 
that the official Dublin = pro- 
gramme for the Festival shall 
not carry advertising. This com- 
mittee, which is headed by C, E. 
McConnell, consists of publicity 
men and journalists and meets 
frequently at the Dublin Man- 
sion House to consider methods 
of stimulating the Tostal project. 
It has the assistance of a full- 
time P.R.O., Vincent J. Colgan, 
who has been on a short visit to 
London for the purpose of join- 
ing Mr. McConnell in the pre- 
sentation of a special message 
from the Lord Mavor of Dublin 
to the Lord Mavor of London 
at the Mansion House on Mon- 
day. 

Printers have benefited sub- 
stantially by the heavy orders for 
literature by the national tourist 
organisation. and displav artists 
are finding business stimulated 
by the demand for decorations. 


A RECORD FOR 
BRIGHTON 


Brighton is spending £2,000 on 
press advertising between Janu- 
ary and March this year. 

In January 6.990 
inquiries were received —a record 
for the month. Over 90 per cent 
were traceable to press ads. 


Publicity is their 
lifeblood 


“Llandudno can thank — its 
lucky stars that it has an enlight- 
ened body of leaders who realise 
that publicity is the lifeblood of 
the town,” said T. Turner Pilling, 
chairman of the publicity asso- 
ciation ¢xecutive. when it was 
announced that the resort’s pub- 
licity budget exceeds £10,000—a 
record, Over £3,000 is allocated 
for press advertisements. 


postal 


New machines 
Machines recently installed by 


Decor Advertising Ltd. at their 
new premises at 24, Gloucester 
Street, Bristol. 2. have made the 
developing display department 
fully self-contained In charge 
of W. James. the department 


employs a staff of twelve. 
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‘News About People 


Exhibition man 
is a marquis 


An exhibition organiser has 
become a marquis, He is George 
Grimaldi, an organiser with 
B. & C. D. Trade Exhibitions, 
who has succeeded to the 700 
year-old tithe of Marquis Grim- 
ald; on the death of his father. 
the 12th marquis. 

Actually Mr. Grimaldi claims 
to be a prnee. The sixth marquis 
fled to Eng 
land from 
Genoa when 
it was cap 
tured by the 
French in 
1683, and it 
was his son 
who claimed 
the title of 
Prince of 
Monaco in 
1731. The 

King of Sar 

> dina, how- 

ever, took 

the unpre 

cedented step of bestowing the 

Monaco title upon a woman, the 

Princess Hypolite, daughter of 
the dead prince 

One noted ancestor of the new 
marquis was Grimaldi the famous 
clown. 

Mr. Grimaldi'’s late cousin, 
G. H. Grimaldi, was also a well 
known exhibition organiser who 
for years ran the Daily Mail 
Ideal Home Exhibition and later 
the Food Fair (on which George 
Grimaldi worked with him). 


Directors resign 


as protest 


Kenneth Grubb and Sydney 
Walton, two members of the 
board of directors of the British 
Weekly, have resizned in protest 
agaist a statement on the 
Bentley case which appeared in 
the paper criticising the Home 
Secretary, Sir David) Maxwell 
lyfe 


* + * 

A. EF. Mason, circulation mana 
ger, BBC, Publications, will) sail 
on March 7 for a two months’ tour 
of the United States and Canada 

Among other places, he will visit 
New York, Washington, Columbus, 
Memphis, Los Angeles, San Fran 
cisco, Vancouver, Winnipeg, Min- 
neapolis, Chicago, Detroit, Toronto 
and Boston to promote sales of The 
Listener and London Calling. During 
Mr. Mason's absence, R. S. C. Mall, 
deputy circulation manager, will act 
as circulation manager, and John 
Hudson, publications distribution 
manager, will be deputy circulation 
manager 

* * 

John Armstrong has joined the 
national sales staff of Theatre 
Publicity Lid. as a screen advertis- 
ing specialist. He was previously 
sales manager to Griffin Film Enter- 


prises Lid. and was at one time 
director of advertising to both 
Paramount and Radio Pictures. 

* 


P. G. O'Reilly, siation supervisor 
of Radio Eireann, has resigned to 
become first radio director for 
O'Kennedy-Brindley. Lid.. Dublin, 
who are already handling a num- 
ber of sponsored radio shows over 
Radio Fireann for their clients 

* 

H. Wallis, for 20 years outside 
representative for R, Fox of Hamp 
stead, has now joined the sales 
staff of Replicards Lid. and 
will be handling photographic 
enlarging, hand colouring, exhibi- 
tion stands, and displays 

* * 

Jimmy Findlay has been ap- 
pointed editor of The Raligram, 
house magazine of Raleigh Indus- 
tries, Lid. He was formerly editor 
of Avro News, the house journal 
of A. V. Roe & Co., Ltd. 


Spring feeling 


The spring feeling seems to have 
set. trish publicity men travelling 
Joseph Rackow, managing 
director of Cinema & General 
Publicity, Ltd., is just back from 
Algeciras and Madrid Major 
Famonn Rooney, publicity man 
ager of Acr Lingus, returns this 


weck from America . . Also in 
America are) Liam) Boyd = (Irish 
manager, IWA) and Maurice 


O'’Fivan (irish manager, KLM) 
both members of the Publicity 
Club of Ireland Council 


* 
Christopher Coppard has been 
appointed an editorial assistant in 
the publicity department of Jenolitc 
Lid He was formally with th 
Geographical Magazine. 


Frank Miles, formerly features 
editor of the Incorporated Press of 
Great Britain Lid., has joined th 
press and public relations depart 
ment of Napper, Stinton, Woolley 
lid. Cynthia Figg, personal assis 
tant to the head of the department 
will in future concentrate on the 
writing of news stories and features 
angled to women’s interests, 

* * * 


New members of the Institute of 
Public Relations are David Henry 
Nicholson (1. J. Smith & Nephew 
Lid.), Vivian Claud Rowe (French 
Government Tourist Office), Villiers 
A’Court Bergne (publicity division, 
Shell Petroleum Co., Lid.): over- 
seus, Rene G. Tavernier (Union des 
Chambres Syndicales de l'Industric 
dus Petrole): ~~ associates, Robert 
Leonard Booth (Auger & Turner 
Lid), Leslie Arthur Luke (McCon- 
nell’s Advertising Service Lid 
(Dublin) ), Robert Edward Norman 
(independent), Charles Gideon 
Richard Smale (Swimming Teachers 
Association of Great Britain). 

* * * 

A. C. Webb has joined the crea- 
tive department of Roles & Parker 
Lid. as a technical author. 

Pre-war with London Transport. 
Mr. Webb has since been with 
several engineering companies, en- 
gaged both in’ research, develop- 
ment and in technical writing. 
Immediately before taking up his 
present appointment, he was in the 
technical publications department 
of D. Napier & Son Ltd. 


Mr. Osborne hopes to continue 
who is a Common Councillor 
elected chairman 


The Auger & Turner Group Ltd. 


Norman Covey who 


Brita:a to discuss arrangements for 


ber 20) and to prepare for the visit 


The Star, in place of W. H. Mead, 


George Ordish, 
recently published Unitaken Harvest 


Imperial Chemical Industries. Peter 


deputy head of the export publicity 


a visit to France and Switzer- 
he has studied the latest 
developments in those two markets 


Club of Ireland congratulating him 
: the birth of his third grandson. 


FEBRUARY 26, 1953 


H. G. Saward, Miss E. Maude Woodyard, Miss Brenda Keir, 
dinner to celebrate the 54th anniversary of Saward, Baker & 
Lid. 


Saward, Baker 
o4th birthday 


Last week Saward, Baker & Co., 
Lid., celebrated its 54th year of con- 
tinuous service to advertisers. Tradi- 
tionally, the celebrations took the 
form of an annual dinner for staff 
and directors. Traditionally, too, 
the function—at the May Fair 
Hotel, London, W.1—-was attended 
by practically every one of the 
organisation’s 120 members. 

Each guest was received by H. G. 
Saward, chairman: Miss E. Maude 
Woodyard and F. R. Sainty, joint 
managing directors. As the guests 
arrived, they were introduced by 
“Jimmie” Varwell. 

At the dinner itself, Basil Turner, 
in charge of the media department, 
proposed the toast to the firm. 


Long-service awards 


Main highlights of the evening 
were the presentation of long-service 
awards, and three cabaret turns 
devised, acted and produced by 
Saward, Baker employees. 

This year’s recipients of long- 
service awards were two: J. B. 
Varwell, the secretary, and Miss 
Gladys Christopher, studio accounts 
clerk, both of whom recently com- 
pleted their 25th year with the com- 
pany. Each received a gold wrist- 
watch as a token of the company’s 
gratitude and esteem. The presen- 
tations were made by Miss Wood- 
yard. 

Responsible for organising the 
event was W. Harold Butler, head 
of the production department. 


OBITUARY 
E. J. Brisley 


[he death occurred last Satur- 
day, at the age of 75, of E. J. 
Brisley, a pioneer in process en- 
graving and, in 1911, one of the 
founders of the West End Engrav- 
ing Co.. of which he became 
chairman in 1919. Both he and his 
wife, who pre-deceased him by a 
few hours, had many friends in the 
publicity world. 

Their son, E. J. Brisley, is a 
director of the firm. 

The funeral of Mr. and Mrs. 
Brisley took place at Kingsbury 
Church, Wembley. yesterday (Wed- 


nesday). 


B. T. Martin 


B. T. Martin, general foreman of 
Hill & Sherwin Ltd.. poster con- 
tractors, Reading. who died last 
week, had been with the firm for 
40 years. 
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u say 


his job 1s ? 
Oh, Junior executive of some sort, I should say. 


Would it surprise you to know that he’s one of your own factory 
workers. 


I don’t believe it. I’ve never seen him around. 


Probably you haven't. You don’t know every worker on the bench. 
But it all goes to prove what I’ve been saying for a long time. That 
nowadays it’s almost impossible to tell executive from worker. Get 
a crowd of people together in a pub, and the social gap is closed. 
It’s all a question of economics. 


You mean the chap on the bench is better off and the chap in the 
office is worse off ? 


That's about it. The result is they both come into the mass market. 
Take our young friend here, for example. Your works have been 
doing quite a bit of overtime lately. I'll bet he’s knocking up 
anything from twelve to fifteen pounds a week. 


Of course he is, I know that. 


And if, as in so many cases, he has a father and maybe a brother 
working in the factory as well, they've got a family income which 
many a top executive would envy. 


How right you are. Shows the mass market in a new light, doesn’t 
it? 


DAILY MIRROR 


With the highest daily 
net sale in the world, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily 
newspapers at the lowest 
square inch per thousand 
space rate of all 


national dailies 


When planning 

your schedules, you 
MUST include 

THE DAILY MIRROR 
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Survey proves need for more publicity on 


solid fuel appliances 


CAMPAIGN IS HAVING ‘A MARKED 
AND CUMULATIVE EFFECT’ 


Publicity given to improved solid fuel appliances by manufac- 
turers, distributors and the Coal Utilisation Council is having a 


marked and cumulative effect. 


This conclusion has been 


reached by the Council following a survey into the domestic 
use of solid fuel and appliances in this country carried out by 
the research department of Mather & Crowther Ltd. 


: Pull across the 
Atlantic 


An advertisement for their 
coach tours inserted by the 
-mbankment Motor Co., 
Plymouth, in the “Western 
Independent” drew an inquiry 
from a resident of Calgary, 
Alberta, 

Ihe writer said he would be 
visiting the West Country this 
summer. 


Papers will stage 
Coronation TV show 


Ihe Birmingham Mail, which is 
running a weekly Coronation Page 
reviewing the activities of local 
street groups in their preparations 
for the celebration of the Corona- 
tion, has announced that arrange- 
ments are being made, im conjunc- 
tion with the Birmingham Post, and 
with the co-operation of a local 
iclevision dealer, to enable 2,000 
Birmingham people to watch the 
Coronation Day — television — pro- 
gramme, 

Special large screen TV projection 
models will be installed in’ the 
town hall and the Midland Institute. 

This Coronation Day TV service 
is intended for those who have no 
set of their own, or who will not 
be catered for by the Coronation 
Street groups, 


Book will help 
playing fields fund 


A Coronation Souvenir Book to 
be published in aid of the National 
Playing Fields Association will not 
contain advertisements. 

Adprint Lid. are producing the 
book, which will have 32 pages, 16 
in full colour, To cost 2s. 6d., it 
will be publicised by Edward 
Martin Harvey Advertising Service, 


Lid., with advertisements in_ the 
book trade papers, educational 
periodicals, children’s magazines, 


and probably some national news- 
papers, 


BDMAA members 


New members of the — British 
Direct Mail Advertising Associa- 
tion are 

Geo. Anson & Co., Blackfriars 
Publications, Blackwoods (India), 
British Optical & Precision 


Engineers, Dare-Inglis Products, 
Frederick Printing Co., Herbert E. 
Gibbs, H. Hacker, Harper's Publi- 
city Service, Kennerley Press, W. H. 
Smith & Son (Business Forms 
Dept.), Standard Office Supplies 
Co., and Taylor Advertising. 


Ihe survey reveals that knowl- 
edge of the existence of modern 
appliances varies from the con- 
tinuous burning fires, known by 
67 per cent, down to convector 
fires, known by 18 per cent. 

Bul, states the Council in an 
interpretation of the survey, an 
intensification of publicity is 
needed because “the immediate 
likelihood of considering — the 
installation of modern appliances 
is only 17 per cent for continuous 
burning fires down to three per 
cent for openable stoves.” 

The survey indicates that at 
least one housewife in every five 
who knows about solid fuel ap- 
pliances is deterred from buying 
them because of the cost. The 
Council suggests that the answer 
is inducement by way of credit 
fac ilities. 


Public’s first choice 


The survey shows that publi- 
city is hardly necessary for the 
open fire, “which is and always 
has been the public’s first choice.” 

“By all means,” the Council 
states, “let a certain amount of 
publicity be directed to seeing 
that they choose modern im 
proved fires. But the real task 
for which increased publicity and 
credit facilities are required is to 
secure the installation of efficient 


double-duty appliances giving 
piped hot water and efficient 
convector fires or  openable 


stoves, possibly combined with a 
back boiler for hot water supply 
or for background heating. 


2,050 households 


The survey is the result of 
visits to 2,050 households in a 
wide variety of towns ranging 
from Plymouth to Fraserburgh. 

The survey shows that in 
winter 47 per cent of families get 
their hot water from solid fuel 
heating, 44 per cent from gas, 
end 9 per cent from electricity. 
One in four have no water heater 
and 17 per cent no piped cold 
water; and in many of these 
homes a gas cooker or gas ring 1s 
often the only available method 
of water heating 

It is revealed that with an un 
restricted supply of fuel of all 
types at to-day’s prices, 92 per 
cent of housewives prefer solid 
fuel for space heating, 45 per cent 
for water heating, and 14 per 
cent for cooking. 


Pressed Steel Co. have launched 
Prestcold refrigerators, and this window display at their Regent Street 


showrooms 


new save 


money plan” for their 


ties in with it. 


HEALTH PUBLICITY -SOFTENS UP’ 
PATIENTS FOR THE DOCTOR 


Health publicity 
resistance to the personal inter 
view of the doctor or health 
visitor and keeps old ideas con 
stantly before the public 

In making this point, the 
annual report of the Central 
Council for Health Education 
records that local authorities are 
increasingly using the Council's 
consultative service in the “how, 
when and where” of the uses of 
all publicity material 

Failure of many authorities to 
develop a consistent and energetic 
publicity policy is one of the 
reasons given for a decrease in 
the number of publications distri- 


softens up” 


buted during 1951-2, from 
1.754.472 to 1,393,012. On the 
other hand, poster distribution 


has increased The main dith 
culty in’ this field. the report 
states, is shortage of poster sites, 
but tt is believed that, with the 


Lancashire County Council 
approved 550 out of 773 applica- 
tions under the advertisement 


regulations last year, and partly 
approved 14. 


co-operation of all civic depart 


ments, this could be overcome 
Recording that reprints of the 
“Kill it” fluorescent fly poster 
had to be ordered within a few 
months of publication, the report 
states that there is obviously a 
place for fluorescent posters in 
health education, but that unless 
their use is kept to a bare mini 
mum the costs are prohibitive 


NOVEL PRIZES 


Prizes for those attending th 
innual dinner and dance of th 
Institute of Public Relations 
Kensington Palace Hotel to-morrow 
(Friday) includ 1 week's” hol 
day in Ircland, a free air trip, two 
tins of strawberries, tickets for th 
Coronation Tattoo, a year’s supply 
of handkerchief tissues, and dinner 
for two in the West End. 


| 
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Felling the story 
of industry 


oducers of 11 house organs, 
Perry Press Productions Ltd 
have launched a new bi-monthly 
journal, Your Story, aimed at 
raising the standard of industrial 
publishing in this country. 

Your Story will contain digests 
of articles taken from the house 
organs produced by Perry Press 
and will be circulated free to 
industrialists and national adver- 
tisers 

Ihe first issue has 12 pages, 
and extracts published are sup- 
plemented by details of the type 
of readership and the aim of the 
journal from which each ts taken. 

. « bd si? 

Daily Mail’ book 
. 
of house plans 

For the third successive year, the 
Daily Mail has produced a “Book 
of House Plans” to coincide with 
the opening of the Daily Mail Ideal 
Home Exhibition, at Olympia, on 
March 3 

The 1953 edition of this book is 
throughout on art = paper 
ind gives plans, photographs and 
drawings of homes including thos 
on show at Olympia. Much that ts 
new in design and distinctive in 
architecture is shown, 

The book contains many usefu! 
articles—conversions from stabk 
to cottage; gas, electricity and heat- 
ing in the home; the garden—and 
new life for old homes, giving par- 
ticulars of simple alteration schemes. 


ay 
I 


Anniversary bonus 


The board of directors of the 
Bristol Evening Post Ltd. has 
declared a second interim. dividend 
for the year to March 31, 1953, of 
§ per cent free of tax. The board 
ilso. resolved to recommend = to 
sharcholders the payment of a 
special capital bonus of 5 per cent 
on March 25, to coincide with the 
2Ist anniversary of the foundation 
of the Evening Post in 1932. 
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The younger, -marter 
women who read 


Vanity Fair, have a taste in fa-hion, in 


beauty and in a way of living generally 


that is on a somewhat higher level 
than that of millions of their sisters. 
There young women, too, 

have the means to put their 


ideas into practice, 


Adrertisoment Rates ; 
£1254 page in Hack and white 


£175 a page in colour 


THE NATIONAL MAGAZINE COMPANY GROSVENOR « 
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ADVERTISER'S WEEKLY 
TV tie-up by 
weekly brings 


big ad. response 


A tie-up with the recent deci- 
on by the Postmaster-General 
to grant a licence for a television 
hooster station to serve the 
Brighton area was provided for 
outh coast television dealers and 
national advertisers by the 
Brighton and Hove Herald. 

In January when B.B.C, engin- 
cers were conducting their early 
experiments at Truleigh Hill, 
north of Shoreham, the Herald 
fan a succession of news reports 
on the progress being made. On 
securing technical information 
which made it fairly certain that 
the consent of the Postmaster- 
General would be given, local 
dealers were contacted. Many 
were already logging hundreds of 
pounds worth of orders for tele- 
vision receivers from Herald 
readers and heavy space book- 
ings were made. 

When a formal statement was 
made in Parliament confirming 
the accuracy of the earlier 
Herald reports, an extensive 
drive was made for advertising. 
National announcements included 
half-page bookings from Ekco 
and Decca. 

logdate the Herald has netted, 
as a result of its enterprise, more 
than 500 column inches of adver- 
tising from television manufac- 
turers and dealers, and many 
inquiries have been received for 
forward bookings. 


PLOUGHS ACROSS 
THE SEA 


So that British farmers can 
learn about Danish methods of 
farming, the Farmers Weekly has 
arranged for a team of six 
English speaking Danish farmers 
to come to this country and 
address meetings throughout 
England and Wales. 

To publicise the meetings space 
is being taken in 25 provincial 
pavers. W. S. Crawford Ltd. are 
handling the publicity 


Estate agents’ ads. 


A letter in) ADVERTISER'S 
Wrekty on January 15 that criti- 
cised estate agent advertising 
recently was quoted by Norman 
Groome (executive director, 
Erwoods Ltd.) in a talk to the 
Oxon, Berks, and Bucks branch 
of the Chartered Auctioneers’ 
and Estate Agents’ Institute. 

During the question period Mr. 
Groome was assured that the 
Institute takes great pains to see 
that misrepresentation does not 
occur in advertisements placed 
by its members. 


P| 


Group looking at an illustration by 
Kenneth Wynn at Artist Partners 
Lid., Exhibition of Contemporary 
Advertising Art. Left to right: P. W. 
Colwell (J. Walter Thompson), Colin 


Bryan (Artist Partners), Daphne 
Boutwood (“Women's Journal’), 
G. Donovan Candler (managing 


director, Artist Partners Ltd.), Ron 
Smith and Percy Allard (J.W.T.). 


Agency’s media 
committee plan 


The media department at 
Colman, Prentis & Varley Ltd. 
is being re-organised. A com- 
mittee consisting of J. W. Hob- 
son, A. H. King and F. Monkman 
will meet regularly to review 
media developments and clients’ 
media plans. 

From March 1, Mr. Monkman 
with his department consisting of 
|. Enright, who joins C.P.V. 
from Arks Publicity, and W. 
Luetchford, wiil be responsible 
for space buying in publications 
of all types. 

Mr. King, with Alan Hood and 
his department, will be responsible 
for space buying in other media. 


PLEATS WHICH 
WASH OUT 


“Inexcusable abuse of the 
description ‘permanent-pleated’ 
has been featured recently in 
national advertising—particu- 
larly by some mail order 
firms,” states the Retail Trad- 
ing-Standards Association. 

“At a time when it is pos- 
sible to obtain permanent- 
pleats on nylon and other 
materials it is regarded by the 
Association as an_ infringe- 
ment of the law to use this 
description falsely. 

“The Association therefore 
warns advertisers that the 
claim of permanence should 
only be made where the 
material has pleats which 
remain permanent after wash- 
ing or dry-cleaning and for 
the effective life of the gar- 
ment. Pleats which have only 
a degree of permanence 
should be described as ‘semi- 
permanent’ or in some similar 
terms.” 


. 
SOCSCOESEHS ESE ESEES IDOE OOECS 


Design and economy in print 


The desirability of looking for 
a “reasonable degree” of special- 
isation when choosing a_ printer 
was urged by Charles Mansell, 
managing director, Balding & 
Mansell Ltd.. Wisbech, when he 
spoke on “Working with the 
printer” to members of the Insti- 
tute of Public Relations. 

He said it was unlikely, for 


They took the cue 


The Daily Sketch devoted a full 
page last Thursday to the 500th 
century snooker break to be 
made by Joe Davis. An editorial 
write up was accompanied by 
advertisements from six manu- 
facturers of snooker balls, tables 
and accessories, 


instance, that a firm laying itself 
out to produce business stationery 
in large quantities was the one 
best fitted to tackle posters, or 
that a little embossed seal would 
be best handled by a printer of 
journals and magazines. 

Provided that the printer was 
competent to “design the job,” 
he was the very best person to 
marry design with economy in 
production, Mr, Mansell said. 
Even if he were not asked to 
design, it paid to call him in when 
the design was stil] in embryo; 
and it was desirable for the 
printer and designer to have 
direct and friendly contact. 

Il] with influenza, Mr. Mansell 
nad recorded his address, which 
was played over 


Fepruary 26, 1953 


‘Manufacturers 
are not sold on 
research’ 


The vast mass of manufac- 
turers pay lip service to con- 
sumer research, but use it with 
varying degrees of reluctance 
and without any planned fre- 
quency or fixed appropriation, 
T. H. F. T. Le Mesurier, a direc- 
tor of Attwood Statistics Ltd., 
believes. 

In a talk on “The marketing 
uses of continuous consumer re- 
search” he told the Manchester 
branch, Incorporated Sales Man- 
agers’ Association that most 
manufacturers had not got firmly 
in their minds what practical uses 
they could make of the findings 
of consumer research before they 
commissioned it. This, he 
thought, was because the research 
organisations had ignored one of 
the first principles of selling—to 
make the prospect understand 
the advantages he would get from 
the money he was asked to spend. 
Statisticians’ scientific training 
made them hedge everything 
around with reservations and 
cautions. Reports were over- 
loaded so that they become too 
bulky and formidable—certainly 
for managing directors. 

“Fhe result is often frustrating 
and harmful, for when reports 
are overloaded with irrelevancies, 
action goes out of the window,” 
said Mr. Le Mesurier. 

Consumer research was invalu- 
able when it came to planning 
advertising campaigns, he said, 
and once it was geared to action 
it became indispensable. 


SPICERS STAND 
AT THE B.L.F. 


Spicers stand at the B.LF. will 
offer a comprehensive display of 
a multiplicity of products and 
services. The flat paper section 
shows printing papers; writing 
papers including fine rag tub- 
sized papers; wrapping and fancy 
papers and boards. Special em- 
phasis has been given to printed 
wrappings showing that the little 
extra cost of a printed wrapping 
cannot be measured against its 
advertising value. 


Students see the 
wheels go round 


Students of advertising at the 
North Western Polytechnic have 
recently paid two visits to firms to 
“see the wheels go round.” 

They have been to the Direct 
Photo Engraving Co., Ltd., to learn 
about blocks, and afterwards they 
went to Read & Nicholl to watch 
sterco and electrotyping. 


No increase 


in print 


ENLARGEMENTS ; 


OF ROYAL PORTRAITS for display purposes 
charge for Coronation work 
Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 
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PEARL & DEAN LTD 


Screen Advertising 


33 DOVER STREET, LONDON, WI! 
Telephone: Mayfair 7494 


SCREEN ADVERTISING 


400 


ABC CINEMAS 


DIRECTORS: ERNEST PEARL (Chairman) R W DEAN C. PEARL (joint Managing Directors) 


WwW. J. COLLINS D. HARRIS 
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SELF-DISCIPLIN E 


Abuses that creep into advertis- 
ing “can best be dealt with by 
your own professional  self- 
discipline, which can be very 
much more effective than legis- 
lation from without. 

“In fact, the advertising industry 
has frequently been in advance 
of legislation.” 

lhis has been said before, We 
im the advertising business 
know it to be true. 

What is significant is that it has 
now been said publicly by a 
front rank Viinister who, as 
an eminent lawyer, is trained 
to weigh his words and to base 
his conclusions not on pre- 
judices but on facts, 


Two trends 

Ihe address given by the Home 
Secretary, Sir David Maxwell 
lyfe, at the Advertising Asso- 
ciation luncheon will encourage 
all who believe that advertising 
must jealously cherish its good 
repute. But his words must 
not be a source of comfort to 
the complacent, 

in advertising, as in_ politics, 
there are two trends of thought, 
the conservative and the 
radical. One tends to dwell on 
past achievement and to mag- 
nify obstacles to progress. The 
other, seeing clearly what has 
yet to be achieved, is impatient 
to make what is good even 
better. 

lIhey represent respectively the 
brake and the driving power. 
Both «are necessary. Their 
resultant is the synthesis of 
ordered progress. 


Too many cooks 

Advertising to-day is cleaner, 
more honest and presented in 
better taste, than it has ever 
been. But there is still room 
for improvement. The organ- 
isational machinery by which 
self-discipline is exercised is 
far from perfect. There are 
still too many cooks stirring 
the broth. Some stir fast, some 
slowly, and they do not always 
stir in unison. There is real 
need for a strong central body 
to co-ordinate voluntary con- 
trol. 

If advertising is to maintain its 
lead over legislation it must 
increase its vigilance. Sir 
David's well-merited plaudits 
should sour the reformers to 
greater endeavour. At this 
stage advertisement control 
requires more impetus and less 
of the brake. 
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Sampson and television 


HOUGH far from shock- 

ing, Henry Sampson’s 
celebrated History of Advertis- 
ing, published in 1875, is none 
the less at times a startling 
book. 

Among the most surprising and 
endearing things in it are those 
occasional Thackeray-like asides 
which the author allows himself. 
For example: 

In advertising there seems to 

be always something new 

springing up, and no sooner do 
we think we have discovered 
the last ingenious expedient 

than another and more 
novel plan for publicity pre- 
sents itself, and makes its 
predecessor seem old-fashioned, 
if not obsolete. 

Bless him, the man might have 
been commenting on the immin- 
ence of commercial television, 
than which there has been 
nothing more potent for many 
generations to startle advertising 
people from the noiseless tenor of 
their way. True, they are not 
alone in their distress. Theirs is 
merely more surprising than that 
ot the others. 

This particular “expedient” of 
course is something rather more 
than ingenious; but the passions 
and polemics aroused by it—they 


To-morrows 


@ Expect bigger-than-ever cam- 
paigns for ice cream. Sales 
particularly in cinemas -have 
been hit by the de-rationing of 
sweets. 

@® Anticipating the inaugura- 
tion of commercial radio in 
Pakistan, the Pan American 
Broadcasting Co. has opened 
a branch office in Karachi. 

@A_newly-registered firm’ in 
Jersey will seek Government 
permission to operate a spon- 
sored TV station in the island 
when similar licences are 
granted to British firms. 


@ Leading daily newspaper in 


Dublin is installing specially- 
designed machinery to pro- 
duce advertisements — in 
colour. 


@ Big campaigns are being pre- 


pared for branded sausages. 


are yet far from spent and may 
even be only just beginning— 
must appear almost hysterical to 
somebody on the outside, so to 
speak, looking in. 

It is a sociological rather than 
a logical drama and becomes 
coherent only against the back- 
cloth of our 
inbred = con- 
servatism. 
The first two 
acts, played 
during spring 
and summer 
of 1952, can 
now be read 
at leisure in 
the columns 
of the Bev- 
eridge  Re- 
port, The 
Times and 
Hansard. 
Perhaps the purplest passages of 
all are to be found among the 
many noble utterances in the 
House of Lords. Seldom has the 
howling of emotion been so dis- 
guised as the music of reason. 

Meanwhile the stage is being 
set for the last act and no doubt 
much effort will be used to delay 
it and much pressure brought 
upon the authors to alter the 
dénouement. By no means all of 


OPIC: 


Unusual schedules are being 
prepared by some agents with 
the accent on avpeal to men 
rather than to the housewife. 
“Get back to the traditicnal 
big British breakfast” will be 
a copy line. 

@ Newsagents will urge recon- 
sideration of the ‘no returns’ 
rule as the price for achiev- 
ing record sales during the 
Coronation period. 


@ Question some advertisers are 


asking: If morning newspapers 
developed sales the evening 
before publishing day in a cir- 
culation war, how would this 
affect media planning? 

@ Efforts are being made to 
make possible colour adver- 
tising in national newspapers 
during Coronation week. 


ROUND TABLE 


that effort will come from out- 
side the advertising world. 

Nothing, however, unless it be 
poker-taced fate, seems likely to 
nait the course of events, and one 
fine mormng a jot ol us May 
Wane up to lind commercial tele- 
vision, tor better for worse, 
aiready with us. It is surely a 
waste of me, during oilice hours 
al jeast, for adverusing peop.e to 
discuss any longer the meta- 
pnysical or political niceties of 
this matter. Ihe coffee-housing 
phase is over. Whether or not 
ney sougnt or wanted a new 
medium is now beside the point. 
During the coming weeks and 
months they could more sensibly 
try to define the size and nature 
ol the challenge likely to be pre- 
sented to them. 

[heir thinking will need to be 
good; tor unless it is they may 
eventually find themselves 
biamed, a la Russe, tor the un- 
tumely death of this “accidental” 
child. If they think well, how- 
ever, and bring sufficient pre- 
natal influence to bear upon the 
child; if they can master their 
anxieties or their ambitions, see- 
ing them tor what they are, and 
make a real effort to bring the 
infant up in the right way—then 
they may win for advertising a 
famous victory over the self- 
appointed Cassandras of our day 
and age. 

It has become almost a parrot- 
cry that advertising needs to 
make a better job of its own 
public relations. Very well, then: 
here is a potential] crisis in the 
making. Shall we meet it and 
use it for our proper purposes? 
Or shall we run away and hide? 

Writing nearly eighty years 
ago Henry Sampson, as one 
would expect, had something 
appropriate to say on this: 

So far ... advertisements have 
had to struggle against foreign 
war, internecine disorder, the 
poverty of the State, and many 
other drawbacks; but . . . these 
difficulties have all in turn 
been surmounted, and _ the 
most modern means of obtain- 
ing publicity, despite prejudice 
and still worse, taxation, is 
fixed firmly in the land. and 
doing much towards the man- 
agement of its affairs. 

Such prescience is truly start- 
ling. It is no bad thing, from 
time to time, to be startled 
especially if one’s bread and 
butter depends primarily upon 
the ability to think. 


READ 


CAPITAL FELLOWS 
pt gy 


THE 


GEORGE BULLOCK 


Advertisement Manager 


INVESTORS’ 
CHRONICLE 


MET. 8282 
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Bone ee 
1. Take a nameplate and some flowers . . . 


2. Turn the nameplates into 3. Mount on a suitable stand... 
flower boxes. . . 


All too often the flowers for an Exhibition Stand are a last- 
minute thought. But not at Leon Goodman's! The Motor 
Show, for example, is strict in its regulations regarding Display 
but attention to this detail during the planning stage enabled us 
to achieve for Riley Cars the happy result shown here. Flowers 
always attract attention, so why not let them draw attention 
to the nameplate? Whatever your needs in 
Display, Exhibitions, Silk-Screen Printing or 
Photography, you will get Ideas, Service and 
real Value from Leon Goodman’s. For attention 


to detail, the number is .. . EUSTON 5351. 
4. Have flowers arranged by an expert*.. . 


£7 VOILA / 


‘ ' 
é 0 | 0 0 man 15) ays * Flowers by courtesy of Mr. R.A. Berthoud, PF. RALS 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W1- EUSTON 5351 
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Theatre Publicity Ltd 


ee produces 


THE FIRST EVER 


THREE- 


DIMENSIONAL 


ADVERTISING FILM 


for public exhibition in this country 


THEATRE PUBLICITY LTD 


HEAD OFFICES: /24-/28 Finchley Road, London, N.W.3 (Ham. 4424) 


ao ae tS - z 7 - 
oh — ee 

rs ee 386 FEBRUARY 26, 1953 
ste, 
* 
) 4 
b 3 
i 
- j 
ca) -. 
- 
oes ; 
ae, 
: 
ai ee | 

fom : 

: ee 

* * 

5 ’ 

ial 

a 

. Be 

« 

a y . 
= ¥ a ee 

x 

st 

ay 

a 

tae 

my 

ast 

~ Bei 

<4 ¥ 

ee 

He 

oo 

4 

ee 

Bay 

ae ee 

en 

bate 

Phin 

ope Ne yg ; b 
ee aa bea . [ . - 8 7 | 1-2 oy 2 ee me aaa eS en Ps er ne, 7 A - r Da ee Re ote ee 
Bo os a> aa LE ASG RET SER Noe aria ill es Rae See re ee | Ry GA Ce ts 


ADVERTISER'S WEEKLY 


A remarkable three-dimensional film by 
the Stereo Techniques process is now being 
made for a prominent National Advertiser. 


it will be shown in March with the first 


three-dimensionai feature film | 


“BWANA DEVIL” 


at the— 
ODEON, Marble Arch : 
WEST END GAUMONT, Birmingham 
GAUMONT, Leeds 


' GAUMONT, Glasgow ¥ 


IP 


Leading Screen Advertising 


SALES & PRODUCTION: Film House, Wardour St., London, W.I (Ger. 9292) 
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Is it the GOAT that stinks 


NDER_ the headline 

“Call for Inquiry on 

Chlorophyll” the Sunday 
Times reports that the advertis- 
ing phrase “contains chloro- 
phyll” has been the subject of 
much seientific criticism in the 
United States. 

Ihe head of the department of 
chemistry at a famous university 
Aas reported to the American 
Chemical Society that no accept- 
uble experimental evidence sup- 
ports the claims that chlorophyll 
has merits as a blood tonic, dis- 
infectant, wound-healing agent or 
deodorant. Indeed the National 
Bureau of Standards reports that 
“it has no reason whatever to 
believe that chlorophyll ever had 
anything to do with deodorisa- 
tion.” 

It was courageous of the 
Sunday Times to publish this 
report on its front page and it 
will be interesting to see what 
developments, if any, there will 
be Vigilance committees and 
advertisement investigation de- 


partments have often been said 
to turn a blinder eye on the big 
national advertisers than the 
small boys in the mail order 
trade, but it seems scarcely con- 
ocivable that they will fail to 
discuss such a matter—even if 
the discussion takes so long that 
the chlorophyll craze collapses 
before they come to any conclu- 
sion, 

At all events I have delayed 
the launching of my new green 
premier grade petrol, which acts 
on a car like a supercharger 
because it contains Nature's 
Chlorophyll. In almost the 
twinkling of an eye I have dis- 
covered that the green colour 
comes from olive oil, and the 
petrol gives your car that school- 
boy acceleration. 

In all fairness it must be said 
that, despite all the American 
scientists, astonishing numbers of 
people are convinced that their 
favourite pills or gadgets are 
extremely effective deodorants. 
My own tame scientist maintains 
that this is because the stuff 


Head Office, 


From Tonypandy 
to Timbuktu 


Wherever Welshmen get together for a 
social occasion—at home in Wales or 
in distant lands 
singing, discussion and argument will 
form part of the proceedings. 
football, Politics and the **Messiah” 
will be taken in turn and it is almost 
certain that at some time or other 
someone will quote from the “Western 
Mail” to prove his point and silence 
the opposition. 


WESTERN MAIL 


AND SOUTH WALES NEWS 
The National Daily of Wales & Monmouthshire 


CARDIFF. 
Advertisement Manager, R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE J. STUDD. Tel. 


you may be sure that 


Rugby 


Tel. 33022 


Central 4691 


SOPYTASTER 
exercises his critical 
olfactory faculties on 
the chlorophyll craze. 


boo ooed 


temporarily anaesthetises the 
olfactory nerves of the nose, 
while my pet psychologist calis 
tt mob hysteria. All 1 Anow is 
that frying onions still smell as 
fragrant as ever, thank goodness, 
in spite of my gadget; and the 
goat still stinks on yonder hill, 
siuffed though he be with chloro- 
phyll. 


* * * 


S a fisherman I thought J had 

found a new bait called a 
Crutworm when | read this 
Cherub advertisement, but | 
looked again and found one of 
the year’s silliest slogans veiled 
in illegibility. To me it seems as 
clear as Perspex that if you want 
to sell to mothers you should 
show attractive children such as 
she believes hers to be, instead of 
ugly ducklings like these, and that 
you should leave her with some 
idea of a benefit she will gain 
from the goods. Her idea of 
cherub—assuming she deciphers 
the headline at all-—-will be: 
“Cherub? Oh! yes, the clothes 
that kids grow out of.” 


* * * 


NCE again | am taken to 

task for not writing more 
often about technical advertising. 
The creators of this Unbrako 
Screw advertisement in full 
colour are very proud of it, and 
with its black headline and dark 
grey pictures of the screws it is 
certainly very strong and dramatic 
except for the bottom inch or so, 
where the hideous name-block in 
white on a blue oval fights wildly 
for attention with the company’s 
name. One or the other should 
take a back seat. On the rare 
occasions when I do read a tech- 
nical journal it always seems to 
me that far from believing in 
free enterprise, most British ad- 
vertisers are willing slaves to 
hideous name-blocks. 

This is a Spectacularly sad 
example, for an oval is nearly 
always an uncomfortable object 
in a layout, and this particular 
word happens to be an unusually 
oblong peg for an oval hole. I 
recommend this advertiser to 
make a dash for freedom and 
print his trade-name in some 
seemly type like Caslon. Slaves 
are said to feel naked and 
ashamed when they first throw 
off their chains, but 


a name- 


s0cas 
UNCER WEAR 
SLumetawean 


OUTERWEAR 


Cherub.. 
for CHILDREN 


Not a new fishing bait, but a kind 

lettering artist trying to veil one 

of the year's silliest slogans in 
illegibility. 


i. & 


ee 
a= 


UNBRAKO SOCKET SCREW 
COMPANY LTD. 


ovewter en aM 


“This will fix it,” say Unbrako, 
. fix it better, more quickly 
a neatly. Unbrako Socket 
Screws have extra strength and 
toughness. They are made of 
high-tensile nickel-chrome _ steel 
alloy, They stay put until you 
want to remove them. Then—out 
they come, smoothly, easily, 
without damage. No wonder so 
many designers and engineers 
specify Unbrako!” 


block is like a grumbling 
appendix—a thorough nuisance 
when you have it, and never 
regretted when it’s gone. 
Unbrako’s copy is just what 
the recent Working Party on 
Machine Tools would approve 
just good enough to do its job, 
but not highly finished. Even 
the first words taste gritty in the 
mouth. (Try reading them aloud, 
and then reading: “fix it better, 
quicker and more neatly!”) To 
a layman it seems that either the 
second sentence or the third 
could be omitted, and the last 
sentence strikes not one chord in 
mv memory but a million, more 
or less. It has been said so often 
at the end of technical copy that 
it means scarcely more than a 
full-stop—or an amen in a 
prayer book. Much better, 
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British Transport’s new 


‘FACTS AT FINGERTIPS SERVICE 


DVERTISERS and their Agents can now 
A get from a single source the kind of 
information they want about advertising 
on all British Transport sites, either by 
calling at the new Information Centre or 
by telephone. 
An encyclopedia of useful data has al- | 
ready started to go out to Advertisers and 
Agents in the form of brochures and | 
broadsheets. These will continue at | 
monthly intervals. | 


An important part of this new service is the 
Information Room just opened at Cranbourn 
Chambers, Leicester Square Station, 
London, W.C.2. A part of it is shown in the 
picture. There is a lot of useful information 
here, either set out on large-scale maps, or 
filed in a comprehensive collection of statisti- 
cal tables. 

Please pay us a call and put our Information 
Room to the test or— 

RING TEMPLE BAR 3490 AND ASK 
FOR THE INFORMATION SERVICE. 


ADVERTISER'S WEEKLY 


The two series of information summaries 
are— 


| 1. Brochures for Executives on particular 
_ types of site—everything you want toknow 
| about prices, sizes, series rates, audiences, 
coverage by areas, etc. 
_ 2. “TABs’-——short for Transportation Ad- 
vertising Broadsheets. These broadsheets 
| give details of sizes, surround colours, and 
notes on site lighting, together with exam- 
| ples of successful designs. 


If you have not yet received the first issues 
_ of these summaries, please let us know. 


British Transport Advertising 
gets things moving 


COMMERCIAL ADVERTISEMENT OFFICER, BRITISH TRANSPORT COMMISSION 
CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON W.C.2. TELEPHONE TEMPLE BAR 3490 
SCOTTISH OFFICE: ADVERTISEMENT MANAGER, 7 CASTLE TERRACE, EDINBURGH I, TELEPHONE FOUNTAINBRIDGE §222 
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How 

to save 
money 

on buying 
good 
print... 


. WW 


yy 
YY 


Ye 
ty 


Y, 
y, 
YL. 


Yo 


Yo 


Vdd 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured, Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met, 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically, 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
arid still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 

Fancy cartons e Showcards e Calendars ete. 

We are particularly well-equipped for long 
runs and repetition work. 


rn 


A HUNDRED OR TEN MILLION 


SAV WG QGG MM 
WA \ 
SS 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


YW) 


N 
es 


29 LUDGATE HILL: LONDON - EC4: CITY 7357 
55 MARKET STREET ' MANCHESTER 3- BLACKFRIARS 4874 


| in London 


Copytaster — 
; 


continued 
prt Seta 


a HOT MEAL ¢)) 


* 


“A kennelful of 
exclamation 


marks!” 


* 


surely, would be a few sugges- 
tions of jobs that this kind of 
screw is particularly well suited 
to perform 

¥ ‘ x 


_ POGRAPHERS have a rude 
word for exclamation marks 
and there’s a whole kennelful of 
them in this Lyons Frood adver- 
tisement, but it is still a good 
advertisement except for the stuff 
in the bottom right-hand corner. 
(“Look out for your nearest 
Frood shop. Frood is Lyons 
newest service. Over 5,000 shops 
and the Home 
Counties se}] it—there’s one near 
you. It's easy to find, because 
it displays the sign above. In case 
of difficulty please write to. . .”) 

The copy ts enthusiastic up to 
a point but that point is per- 
haps the vital one tn the whole 
campaign: the prices. No doubt 
there are reasons why the actual 
prices cannot be shown, but 1 
would rather not mention price 
at all than say this: “Frood is 
most reasonably priced, and 
there’s no waste, remember.” 
“Reasonably priced” is in itself 
ambiguous, but if the sentence 
ended there most women would 
know what the advertiser was 
driving at. Qualify it by the rest 
of the sentence and you at once 
give the impression that” the 
prices will be a bit of a shock 
and that you are trying to soften 
the blow. 

The name-block with its table 
and eating irons must be the 
biggest in proportion to. the 
space that I have ever seen, but 
it has poimt and it certainly 
spotlights the name exceptional], 
well. 

The headline puzzled me for a 
fraction of a second, as I thought 
that in some miraculous way the 
cold snack was converted into a 
hot meal without cooking, but 
perhaps that did no harm if il 
made me stop, look and listen 
Ugly though the lettering is 
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ras 
“ 


ann 
FROZEN TO PRESERVE PERFECTION 


nobody 
powerful, 
exciting, and that it is unusually 
easy to read. 


that it is 
lively and 


could deny 
and looks 


¥ aa * 

I I has been suggested that 
some of the Manchester 

Guardian's own advertisements 


are “knocking” the big national 
newspapers, and in an oblique 
sort of way they are. But who 
could be churlish enough to 
complain seriously about copy 
so clever as this: 


“*What is your 
mental age?’’ 


“Your daily newspaper, for 
example, must give some clue 
to yvour intelligence. Why did 
vou chose it? ls it a paper 
you are proud of? 

“Some people judge a news- 
paper by its circulation, But 
vou will more often find that 
a high reputation and a fairly 
low circulation go together. 
The ‘Manchester Guardian’ is 
not and never will be for the 
millions. It is for those who 
relish wit, good writing, honest 
reporting, clear thinking. 

“Many people to-day are so 
hypnotised by their present 
daily reading that they are 
seriously underestimating their 
mental powers. As a refresh- 
ing change, try reading the 
‘Manchester Guardian’. It 
will talk to you as an intelli- 
gent adult.” 

The beauty of this copy is 
that it reads like a little sample 
of the Manchester Guardian 
Anybody who enjoys it will 
enjoy the newspaper -and_ per- 
haps look a little more critically 
at his present newspaper. This 
may, in a mild way, be knocking 
copy. But the most damaging 


sentence is unexceptionable and 
very brief: “Is it a paper you are 
proud of?” That will unsettle 


many a mind! 
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reduced price. 


size throughout the country. 


Head Office: 


Circular Distributors Limited have facilities for undertaking house- 


SAW EAN ING 


is good advertising 


If your product is suitable, there is no better means of advertising than by sampling, and we can 


to-house distribution of samples and circulars in any town of any 


STRICT CONTROL OF 
DISTRIBUTION 


The method of distribution is highly con- 
trolled. Each team consists of four 
distributors (usually women) under the 
full-time supervision of a Supervisor, either 
man or woman. The team are all local resi- 
dents with a thorough knowledge of then 
own town. The Supervisor has a car, in 
which the samples and circulars are carried 
and his job is to organise his team 30 as to 
achieve the most efficient distribution, to 
see that no property is missed, no property 
is duplicated and no dumping occurs. He 
back-checks on the distributors’ work to 
make sure that it has been properly carried 
out. Over the Supervisors are Inspectors, 
each of whom covers an area of the country 
and make frequent visits to the teams oper- 
ating inthe area. The Inspector checks on 
the Supervisor and the Distributors. 
Distribution is properly planned before a 
team starts work. Every town in the 
country has been mapped on large scale 
maps—all properly split up into blocks 
and numbered in working order. Head 
Office always know the approximate 
whereabouts of any team and Inspectors 
and Clients can pick them up at short 
notice. 
Head Office receive daily reports from 
every team, and a weekly summary of 
distribution made is sent to clients. 


CIRCULAR DISTRIBUTORS LTD 


21 LEIGH STREET, LIVERPOOL 
London Office: MADDOX HOUSE, 2/5/22| REGENT ST. 'Phone REGENT 108! (4 lines) 


undertake to give a sample to every household in all the principal towns of the country. There are two 
ways of doing this; the first, by distribution of a sample via the letterbox, or secondly, by distribution of 


a voucher which enables the housewife to obtain the commodity from her retailer, either free, or at a 


RATE OF DISTRIBUTION 


A team’s distribution rate is varied by 
both the class of property visited and the 
weather. 

Congested terraced property, ¢.g., Council- 
owned flats, yield a rapid distribution rate, 
while better class property with driveways, 
yields a slower rate. 

Subject to weather, on an extensive oper- 
ation, the average rate for all properties is 
11,000 a week. 

Although bad weather affects distribution 
results, we can advise clients of the most 
productive operating periods. 


CcOsTS 


The services of a team are sold on a time 
basis of £40 per week, so that an average 
distribution cost works out at 

LESS THAN ONE PENNY per house- 
hold. 


}) (( 
(l 
| FREE BOOKLET 


ON REQUEST 


A booklet giving full details of the service 
and number of households in towns 
throughout the country is available to 
advertisers. Send for a copy to 


‘Phone ROYAL 886! (8 lines) 
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PIG FARMING, 
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ITAIN’S 
FARMING 


At last... a nation 
year pig industry 
throughout this cc 
These people, ra 
breeders produc 
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NOU NATIONAL PIG 
PAPER TO COVER THIS” 
G INDUSTRY ~~ ¢>N ; 


NG THE ENORMOUS GROWTH OF BRITAIN’S PIG 
POPULATION 


1946 1,955,000 
E 1948 2,151,000 


NE 1950 4,500,000 
NE 1952 4,923,000 


al paper giving you waste-free coverage of the £120 million a 
... direct approach to pig-keepers—and only pig-keepers — 
ountry. 

nging from the small pig-keepers to the large-scale commercial 
ing thousands of pigs a year, are part of a vast and rapidly 
try. To-day, the pig business is BIG business. In the last 6 years 
tion has been almost trebled and will certainly show an even 
‘pansion now that feeding stuffs are coming off the ration. 
mendous market which, for the first time can be reached quickly, 
effectively. Get straight to the people in this field who buy 
icts — through the paper which thousands of pig-keepers have Write for DUMM Y 


ng for. 


ANTEED CIRCULATION 20,000 and Rate Card 
TODAY 


SSUE APPEARS MAY 


IPSWICH - TELEPHONE TELEGRAMS IPSWICH 4801-4802 
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POLICY PLATFORM. -Education for Advertising 4 
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Pattern for a College of Advertising 


The Editor of Advertiser's Weekly, in his final article, outlines a pattern for a College of Advertising. 


Education 


for advertising, he says, should develop capacity and personality, so that the “student” is helped to realise his 


full potential as an individual and can apply this potential to his career. 


F one can accept that the 

be all and end all of exist- 

ing facilities for advertising 
education is to prepare students 
for the examinations, there ts 
nothing seriously amiss. Results 
show that by and large the 
purpose is served. But exam- 
inations are not an end in 
themselves; they are a means 
to an end, There is a lot more 
to a successful advertising 
career than the gaining of dip- 
lomas. It is when one takes a 
broader view of the purposes 
of vocational education that 
the deficiencies of present 
facilities and methods become 
apparent. 

Most students prepare for their 
advertising examinations by 
attending evening classes at tech- 
nical colleges. Some take a cor- 
respondence course, which Is 
good, and a boon to. students 
unable to attend classes. A few 
have private tuition. 

Ihe standard of 
evening classes is often excellent, 
but not invariably so, One 
reason for this disparity is that 
lecturers are appointed by the 
education authorities concerned, 
and paid on so low a scale that 
the service they perform must 
be regarded as a labour of love. 
In London, where the highest 
scale obtains, fees are in the 
region of 35s, for two hours, 
which, after tax and incidental 
expenses are deducted, leaves 
little indeed for the lecturer. 
Efforts to induce the Ministry of 
Education to raise these fees have 
failed. 

This problem, as an initial 
step, calls for consideration, A 
possible so.ution, if the Ministry 
would agree (which is very doubt- 
ful), would be an arrangement 
by which only lecturers ne 
nated by the central advertising 
organisation would be appointed. 
In such a case, were funds 
available, fees might be sup- 
plemented as and when necessary 
from the organisation's funds. 

In what respect would existing 
facilities, even assuMing that the 
standard of tuition could be 
raised, remain inadequate? The 
answer is briefly that something 
more is needed to produce the 
kind of executive or specialist 
required by a highly complex 
business in the complex industrial 
and social conditions of to-day. 
Conventional methods of educa- 
tion, it is said, are too stereo- 
typed, too narrow in their con- 
ception and their objectives. They 
produce too many competent 


tuition at 


nomi-- 


mediocrities, not enough potential! 
top-level executives. Not only, is 
it argued, should the basis of 
advertising education be broad 
ened in its earlier stages, but it 
should be supplemented by the 
provision of systematised ad 
vanced tuition to prepare students 
for managerial — responsibility 
Methods of tuition should be 
revised to stimulate initiative and 
counter the cramping effects of 
purely specialised experience, 
oa * . 
- is the consciousness of the 
need for a stage in adver- 
tising education that would paral- 
lel the University course in the 
general educational scheme that 
has led to the notion of a Chair 
in Advertising at one of the 
Universities. In America, this 
kind of thing happens. Here the 
idea is repugnant to educational 
tradition. The idea should be 
dismissed both on grounds of 
practicability (endowment of a 
Chair would cost perhaps £40,000, 
which could be much better 
spent in other directions) and of 
principle. Advertising, in the 
strict sense of the terms, is 
neither an art, a science, or a 
learned profession. It is funda- 
mentally a business and as such 
cannot be regarded, in_ this 
country, as an appropriate sub- 
ject for a University course 
The worthy aspiration behind 
the idea could probably be much 
better fulfilled by the establish- 
ment of what could be called a 
College of Advertising. Such a 
College (there might ultimately 
be more than one) should prefer- 
ably be controlled and financed 
by organised advertising, should 
provide residential courses, 
should have a nucleus of full 
time tutors to give cohesion and 
continuity, but would rely in the 
main On a part-time tutorial staff 
drawn from practising executives 
and specialists at the highest 
level. Its primary purpose would 
be to train the future leaders of 
the advertising business, and only 
incidentally would it prepare for 
eXaminations. 


* * = 

A FORETASTE of the methods 
that might be adopted by 
such a college, of the scope of 
its curriculum, and of its objec- 
tives, may be obtained from 
several experiments either tried 
out or planned as extensions of 
the present educational scheme 
Most ambitious and most sig 
nificant of these is the projected 
intensive course in advertising at 
the Leicester Colleges of Art and 
Technology. Unfortunately this 
project, which was supported by 


advertising organisations and had 
reached an advanced planning 
stage 1s, at the time of writing, 
in abeyance owing to unforeseen 
practical difficulties 

Object of the course is (to 
quote the syllabus drafted by 
E. M. Brown and Richard New- 
combe) “the production of adver- 
tising executives capable of initiat- 
ing and directing advertising in all 
its stages from original product 
design to the final analysis of cam- 
paign results.” 

This ts further elaborated in a 
printed leaflet that describes the 
“end product” as “a capable 


Previous articles in this series 
discussed the problems facing 
advertising education, described 
the examinations of the Adver- 
tising§ Association and _ the 
LLP.A., and suggested a plan for 
the joint control of education by 
these bodies. 

In an early issue, E. Ward 
Burton, chairman, 1.1L.P.A., edu- 
cation committee, will comment 
on the articles from the _ Insti- 
tute’s point of view. 

The Editor will welcome other 
expressions of opinion from 
readers. Letters should not 
exceed 200 words. 


executive who, having been 
rightly selected, will have acquired 
vision, a sound mental aiscipline, 
a background knowledge of the 
economics of production and 
distribution with an ability to 
make marketing decisions a rece p- 
tive mind, a fair acquaintance 
with the work of the specialists, 
and will have acquired the social 
graces necessary to make him 
acceptable to the client, an appre- 
ciation of what is pleasing, and 
of how consumers think and 
react, an ability through practice 
to manage a team and to get the 
best out of them, a regard for 
sincerity as the foundation of his 
profession, and a clear under 
standing of the social obligations 
of industry and of its ancillary 
services.” 

The course envisaged would 
consist of two parts, each lasting 
16 months, with a gap of a year 
between each. During each 16- 
month period there would be 
three residential periods of four 
weeks each, and six tutorial 
periods, one of five and five of 
two days. In the interim, students 
would carry on their jobs and 
study privately 

During residential periods there 
would be lectures by specialists 
of high standing, but for purposes 


This is where existing facilities fall short. 


of study each student would be 
a member of a group, within 
which individual roles would be 
interchanged. Projects worked out 
by these groups would be an out- 
standing feature of the course, 
for the syllabus is designed not 
only to teach “about advertising,” 
but “how to advertise’—an im- 
portant distinction. “Only by liv- 
ing together and working in small 
groups in the development of 
complete campaigns,” states the 
leaflet, “can students learn the 
art of the successful advertising 
executive.” 

If this should come about we 
should have something closely 
resembling the College of Adver- 
lising earlier suggested. This is 
no visionary concept, but one 
that could become a_ reality 
almost at once if advertising 
Organisations were sufficiently in 
earnest about it, and would pro- 
vide the money to publicise it 
among employers. 

Another plan, worked out in 
some detail, visualises a basic 
educational course for all the 
“creative” vocations—advertising, 
journalism, public relations and 
film, TV and radio production. 
The purpose of all these, the 
author of the scheme contends. 
is to influence human behaviour. 
a combined course in’ which 
should precede specialised study 
for each type of career, Much of 
the thinking behind this scheme 
has, in fact, inspired the planning 
of the Leicester curriculum 

Mention should also be made 
of the series of week-end courses 
in advertising organised for 
igency “students” by the |.1.P.A. 
education committee. In these 
courses, the “project” method jis 
used with great success, students 
being divided into small groups 
which plan and present campaigns 
for hypothetical products, 

* * * 
UNDAMENTALLY., _ these 
schemes all aim to broaden 

the experience of the student, to 
enlarge his vision as well as his 
knowledge, and to encourage him 
to think. They recognise that 
neither knowledge nor experience 
are in themselves enough, that it 
is the function of education for 
advertising to develop the out- 
look, capacity and personality of 
the student so that he realises his 
full potential as an individual and 
can apply this potential to his 
chosen career. 

This is what existing educa- 
tional facilities do not and cannot 
wholly achieve. It must be the aim 
of the new educational system, 
the shape of which is beginning 
to emerge. 
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ey Films attract, inform and sell. . . 
with THE BROOK PROJECTOR 


Fits in with your plans or stands on its own. 
A brilliant, steady picture . . . high quality sound. 
Repeats indefinitely or can be controlled by push button. 
Occupies only 3 ft. x 2 ft. 9ins. floor space. 

Is available on hire or for sale. 


For full information write or ’ phone 


SOUND-SERVICES LIMITED 


‘ (An Associate of the Film Producers Guild Ltd.) 
ee 269 KINGSTON ROAD . MERTON PARK - LONDON - S.W.19 
Teledhone: L1Berty 4291 
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if you are to get the maximum effect from 


a photographic enlargement. Nothing can be 


j Certified 


quite so arresting as a big picture, either as 


| 
| 
Average Net Sale | a background or the focal point of a display. 
j July — December, 1952 t | Autotype make enlargements in all sizes, in mono 
| chrome or colour, and transparencies to be lit from 
j A Ar z | e I A A . | behind. We should be glad to offer sugvestions, let 
' (Audit Bureau of Circulations) you know how quickly they can be carried out, 
=. | and how much they will cost. Get in touch with 


Display Rate : 


) €11 an inch ! Autotype,* 


| (Most 
of _the really good enlargements 
; are made by Autotype) 


The Observer Ltd. 22 Tudor St., E.C.4 
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Autotype Co Ltd, Brownlow Road, West Ealing, London, W 13 EALing 2691 4 
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Ky VERY works has the op- 
4 portunity of providing a 
mirror in which its methods 
and its products can be re- 
flected, year in year out, both 
to visitors from the outside 
world and to its own em- 
ployees., 

A few firms fulfil this need 
admirably. ‘Too many, however, 
sull neglect the opportunity. Here 
is a gap in our equipment-—a 
blank space among the many 
windows through which British 
industry shows itself to the world. 

Ore friend put it to me thus: 
“A factory without a showroom 
is like a restaurant which offers 
its customers pot luck—straight 
from the pot. A showroom per- 
forms for a factory or a business 
a function analogous to the decor 
and service of a restaurant.” 

Every works should devote 
attention to putting on parade on 
its own premises a well-designed 
display of its products and of the 
uses to which they are put, This 
display can either take the form 
of actual products or, if they are 
too bulky, of models or photo- 
graphs of them. Many firms 
would be well advised to supple- 
ment this display by a clear and 
skilfully coloured model or draw- 
ing showing the layout of the 
factory itself. I saw recently an 
ingenious model by which one 
firm had shown in grouped form 
not only the works, in which it 
was displayed, but their other 
establishments in different parts 
of the country, 

Such a display can serve many 
purposes. Potential customers 
can thus be introduced on favour- 
able terms to a firm's products. 
Travellers concerned with the 
selling of those products can get 
not only a comprehensive view 
of the output but can be effec- 
tively introduced to the processes 
which go to its manufacture. 
Workers in the factory itself can 
vet a better view of the whole 
process in which they play their 
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Kvery factory needs a well-designed display 
of its products and their 


seeoeee by SIR STEPHEN TALLENTS 


Any firm concerned about its relations 
with public and workers should have 
at its factory a display of its products 
and of the uses to which they are put. 
“No factory could give itself a better 
present to celebrate this Coronation 
year’, says the author, chairman of 
Cockade Ltd. and founder-president of 
the Institute of Public Relations. 


several parts, of the range of their 
firm's products and of the uses 
to which their output is devoted. 
(Here there is a subtler point in- 
volved. Every worker is en- 
couraged by knowing that visitors 
from the outside world are taking 
an interest in his work and ap- 
preciating it.) Visits can be 
arranged for students—-possibly 
for University students. certainly 
for boys and girls from schools 
in the neighbourhood. Some of 
the more advanced students will 
remember what they have seen 
when their time comes to place 
orders. The boys and girls will 
remember their impression when 
the day comes for their choice of 
employment, 

The organisation of such a 
display, which has the value of a 
permanent exhibition, is a skilled 
but by no means necessarily an 
expensive job. If the adaptation 
of an old building is involved, 
it will probably demand the em- 
ployment of an architect. It will 
certainly pay to employ a skilled 
designer. Problems of colour, of 
lighting. of furnishing and general 
decor are all involved in the pro- 
duction of a setting which shall 
be effective, persuasive and com- 
fortable for the visitor. Such 
problems call for professional 
handling. ‘The designer should be 
carefully chosen and be given a 
chance at the outset to soak his 
eyes and mind in the work to be 


presented. Then, provided always 
that he keeps throughout in touch 
with those responsible for pro- 
duction, trust him and give him 
a reasonably free hand. 

The conduct and effective 
maintenance of such a display 
require constant vigilance. It 
must be kept always fresh and 
up-to-date. New products should 
be given deserved prominence, A 
suitable member of the staff 
should be charged with the pro- 
motion and arrangement of visits. 
A well-informed and agreeable 
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guide must be available when 
visitors come. 

If 1 am right in believing that 
there is here a gap in the equip- 
ment of many British factories, 
then I would say that no such 
factory could give itself a better 
present to celebrate this Corona- 
tion year than such a display. 
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One of the firms which has 
recognised the value of a factory 
display is Joseph Bourne & Son 
Lid., makers of Denby tableware, 
at’ whose works these  photo- 
graphs were taken. 

Top left: Diffused natural light 
brightens the showroom through 
a linen false ceiling or velarium. 
Lighting fixtures were specially 
designed where necessary. 

Top right: Neat cantilever shelves 
provide attractive settings for 
Denby ware. 

Below: Openwork shelves help 
break up the floor area of the 
showroom, and provide attrac- 
tive display space. In the far 
corner is the interviewing room, 
with the entrance door on the 


left. 
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Experience. 


OR over thirty years the 

name of Priestleys has been 
associated with excellence in 
Stand-fitting design and con- 
struction, 
You will find with Priestleys 
a courteous and intelligent 
understanding of your wishes 
and a comprehensive service 
embracing every requirement 
for interior and 
exhibits. 


exterior 
Let Priestleys build your next 


stand—you will be in very good 
a a 
company. 
=~ 


COMMERCIAL ROAD, 


Manchester Blackfriars 3851 ~° 


GLOUCESTER Tel 
9 BUCKINGHAM STREET, W.C.2_ Tel 


Birmingham Midland 0528 ~° 
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Designed and Built by Priestleys at the Business 


Efficiency Exhibition, Glasgow 


Priestleys 


22281-4 
TRA 42778 


Cardiff 31217 
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TYPE NSA AIR BRUSH TYPE ACA-I AIR 


COMPRESSING OUTFIT 


= 


TYPE NSE AIR BRUSH PRESSURE REGULATING* 
_ TANK 

It is amazing what a difference it makes to have the Air Brush ar your 

elbow . . . Studios where Aerograph Air Brushes are laid on individually 

for each artist report a striking improvement in speed of work, and — 

still more —in quality. Aerograph Air Brush equipment, in full use, pays 

its initial cost over and over again. Write for booklet (5H), giving details 


A b R 0 G R A P iz of Aerograph Air Brush and 
Air Compressing equipment. 
A { R B R U s H ES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 
Showrooms :— London, Birmingham, Bristol, 


Glasgow, Manchester 


TAAL 


he's as good as URGENTLY 


Your 


WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 


FOUNDRY - MILL GREEN ROAD - MITCHAM 
Telephone : Mitcham 2231-1881-4054 Telegrams : Destroying, Mitcham 
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Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET, W.1. 


Tele: GROSVENOR 8711 


Works 


394 YORK ROAD, S.W.18 


Tele: VANDYKE 3562 


5 T U 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


Mechanical World 
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PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


+++ @ symbol of © 


RING RECORD 


Published monthly in Landon and Manchester 


Emmott & Co. itd., 50 Temple Chambers, Temple Avenue, E.C 4 
Manchester Office : 31 King Street West, Manchester 3 


SCREEN 
PRINTERS 


Specialising in 


BANNERS 


FOR ALL TRADES 


consult : 


{iNDSARO AMADA TSO TOE 


Kandor 


19 CONDUIT ST. 
LONDON, W.1 
Telephone Mayfair 0033/4 
“UUQAAAAUAAVAOUNTSEOOUUAVLUUUOEOUOEAAOAOUOLAAEOUUASOEUU LEO UASOO LEGON LAL NN 


photography 
advertising 
FULL COLOUR FACILITIES 


Official Photographers to the LONDON Z00 


26a BREWER STREET, W.! 
GERRARD 6665 and 5868 


Packaging parade 


Packs for two 


products 


ED lettering on a background 
) of white and blue-grey 
stripes is used for the carton 
(above) with which Gibbs entered 
the shaving cream market. Red 
is retained for the lettering on 
the tube itself, but the blue-grey 
stripes are dropped in favour of 
a plain white background 
Another new Gibbs product is 
dentifrice with chlorophyll. Shape 
of the pack is that used for the 
normal dentifrice line, only the 
lid design having been altered 


Pickle pack 
MTPNHE new H.-P. Pickle jar and 
label have been designed by 
Richard Lonsdale-Hands Asso- 
ciates in collaboration with H.P. 
Sauce Ltd 
The label background colour is 
red with the brand name in white 
reverse on blue printing. The 
Houses of Parliament are in half- 
tone black; the neck band carries 
the same theme as the body label, 
and the red plastic cap matches 
the printing of both labels 
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new Gibbs 


bad 


cHLOROPHYLL 
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Blue and gold 
scheme for new 
scourer 


RESENTATION and Publ:- 
d city, Harold S. Jones Ltd.. 
Southend-on-Sea, designed — this 
display card and pack for the 
newly introduced Soapy Fleece 
impregnated steel Wool produced 
by Joseph Stephenson & Co. 
(London) Ltd. 

A similar display has also been 
designed for Silver Fleece non- 
impregnated steel wool, 

Golden Fleece scourers are 
supplied in a display box on 
which the name of the product is 
in gold on a blue background 
with the lamb trade mark also in 
gold. Tags attached to each 
scourer are also in blue and gold 
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Hlandy hankies for 
the handbag 
PECIALLY designed for the 
handbag is this handy size 
of paper handkerchiefs. Consul- 
tant designers for St. Andrew 


Paper Mills Ltd. were Collett & 
Beadley. 


Coronation pack 


for Araby 


BIBBY & SONS LTD. have 

* introduced a Coronation 
wrapper for Araby toilet soap. 
It retains the essential features of 
the standard Araby pack while 
ensuring that the product is ap- 
propriately presented during 
Coronation Year. 

At the same time a new per- 
fume has been added and mention Macleans adapted their normal 
of this is made on the pack. pack for their new chlorophyll 

; toothpaste. On the carton the 

The design was produced in word chlorophyll is in green 
collaboration with advertising ona White background; on the 
agents, F. C. Pritchard, Wood & tube it is white on a green 
Partners Ltd., and printing is by background. Dominant colour 
E. S. & A. Robinson, Bristol. remains blue. 


2-SIDED ELECTRIC WASHER DISPLAY 


These double- 
sided displays will 
be used as a pro- 
minent part of an 
extensive press and 
point-of-sale adver- The Super - Streamlined 
tising campaign for PARWALL suscrnac maser 
the Parnall Electric woth oo touch Sateny Wrmger 
Washer. Required kenga 
chiefly for use in - CHEAP To ROR 
windows with open 2 wedi aaied 
hacks, the displays 
were made to give 
the same sales mes- 
sage — differently 
presented — when 
seen inside, or out- 
side, the showroom. 

Designed to be 
used as a set, the 
displays flatten 
completely for 
transport, and the 
fold-up base on 
which the washer 
stands is in non- 
scratch plastic. 

The displays 
were desiened and 
made by Leon 
Goodman Displays 


ADVERTISER'S WEFKLY 


that coin money 


The gay coin-spot’ paper used to package Harley 
Chocolates spots the maker's name, catches the 
customer’s eye, sends up sales. It’s a Sanderson 
Signature paper—-one of the many personalised 
papers now being made for well-known products that 
range from sweets and scents to frocks and corsets. 
What Sanderson Signature paper has done for others, 
it can do for you. The publicity value of an exclusive 
paper with your own name or trade mark is enormous 

and the extra cost is small. Ask your box-maker 
for details . . . and about the Sanderson Range of 


Coronation Papers. 


SANDERSON 


make 


Signature Pa pero 
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ADVERTISER'S WEEKLY 


ay 


Annual of 


Advertising and 


Editorial Art 


Here is the latest edition of this superbly 
produced annual containing the year's 
most excellent American advertising and 
cditorial art. More than 350 outstanding 
<amp'es of layout design and artwork 
for magazine, newspaper and trade 
periodical advertising: booklets; direct 
mail; posters; point-of-sale, and the best 
1 fiction, non-ficion, general, product, 
fashionetyle, and humorous = illustration 
we reproduced in this book-of-the-year 
for all concerned with creative work in 
either the advertising of publishing pro 


fessions. 350 pages SOs. net 


one of the outstanding creations 
in the graphic arts fields."” World's Press 


PITMAN 


Parker St * Kingsway © London, WC2 


PAAVAMAMMVVAIAN 


) Our Coronation Sales Number 
§ on February 14 was another record 


126,763 


Jul.-Dec. Per sic 


1952 inch 

Luton Pictorial 15,254 5i- 
Leighton Buzzard 

Observer 6,609 4i/- 
Herts Pictorial 8.879 4i- 
Bucks Advertiser 8.979 4i- 
Dunstable Gazette 5.014 316 
Harpenden Press 2,886 3I- 
North Bucks Times 2,627 2/6 
Luton News 36,674 I5I- 
West Herts Post 12,197 6l- 
Saturday Telegraph 24,558 7/6§§ 
Bletchley Gazette 3,086 2/6) 


Home Counties ——_ 
Newspapers Group 126,763 


oxen § 


HOME COUNTIES 
NEWSPAPERS GROUP 


of eleven individual 

LOCAL newspapers 

te Coy hout 
 & 


BEDS. HER UCKS. 
PER TRADE 
S/COL 45 /- FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 


MANCHESTER STREET, LUTON 
Phone : Luton 5050 
Advertisement Manager ; C. W. Gilder 


400 


a a 


§ Publishers who want space 
( in our 


* CORONATION 


| 
§ PUBLICATIONS ; 
§ issue : 
§ on March 28 should apply as early 

§ as possible to ensure best possible § 
§ positions. 5 
4 e § 
§ Advertise in the trade journal read 

§ by all keen retailers and wholesalers 

§ Largest circulation-A.B.C. Net Sales 

§ . 

Rates on Application 
NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 

4 § 
* * 


107-111 Fleet Street, E.C.4 
Tel.: CiTy 2604 (4 lines) 


No Local Campaign Is 
Complete Without The 


BOLTON 
STANDARD 


—the town’s brightest weekly, and 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- per s.c.i. Thursday 2d. 
Don't overlook the claims of the 


BOLTON STANDARD 
Victoria St., Bolton. Tel. 4742/3 
US High Holborn, W.C I. 


Chancery 8752/3 | 


SCARBOROUGH 
and 
District Newspapers 
SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C.— 44,616 
Covers agricultural districts and 
holiday resorts of N.E. Yorks. 


NORMAN SMALE 
92 Fleet St., E.C.4. CENtral 8209 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET w.2. 


' 


preserves,” 


Architects’ 


FEBRUARY 26, 1953 


invasion of 


display field 


Architects poach on related fields from time to time, Gordon 
Bowyer, himself an architect, told a Manchester meeting 


recently. 


Then he explained how necessary it is for him 


to know something about display and how much more 
effective some shops could have been, had display demands 
been considered at the design stage. 


“ A RCHITECTS have never 

restricted their activities 
to building alone, and rightly 
or wrongly, they have always 
trespassed into other people's 
Gordon Bowyer, 
architect, told members of the 
Design and Industries Associa- 
tion at their luncheon meeting 
in Manchester, when he spoke 


on “Display and the Architect.” 


“To-day, in an age of specialis- 
ation, architects, though _ less 
versatile are still to be found 
poaching, and often quite success- 
fully, into the allied = arts. 
Recently they have tried their 
hand in yet another field—display 
design. This is a comparatively 
new one as a profession and one 
that is still largely unknown.” 

Display in commerce, he said, 
usually meant displaying goods in 
the most attractive way to the 
consumer in the shop, show- 
room or trade exhibition, some- 
times for the purpose of prestige, 
as was the case with the work of 
some large industria! firms which 
exercised a virtual monopoly, or 
a nationalised industry. Here 
display was at its best. 


Display isolated 
from architecture 


“In the past buildings in which 
display was a necessity were so 
often designed without = any 
regard to the display designer,” 
said Mr. Bowyer. He cited as 
an example Harrods of London, 
describing it as “a sound piece 
of architecture.” The front win- 
dows, meant for display, were 
quite self-contained and isolated 
from the architecture of the 
building as the theatre architect 
might look upon a stage. Just 
as any play could take place on 
a well constructed stage, the dis- 
play could take on any character. 
But the art of the theatre was so 
different from the architect's that 
the two must not interfere with 
one another. The display 
designer's art, on the other hand, 
rad many points in common with 
architecture so that even if each 
had to sacrifice some freedom, 
the results of both could be im- 


proved enormously if they 
worked in co-ordination from 
the start, 


“If Harrods had to be rebuilt 
to-day,” continued Mr. Bowyer, 


| “it need no longer have a row of 


show cases along its street front. 
Modern methods of construction 
would make it possible to sup- 


port the upper part of the build- 
ing not on its walls but on com- 
paratively small and widely 
spaced columns. The heavy out- 
side wall, therefore, which had to 
te pierced for window openings 
is no jonger a structural neces- 
sity and could be replaced by 
large areas of glass. Frameless 
glass doors could be used to add 
to the illusion of the man in the 
Street that he is virtually inside 
the shop. 


Do away with 


the old cage 


“The old display cage could be 
done away with, giving the 
designer more freedom, and need 
only be re-used to enhance the 
effect for the display of small 
precious objects, such as jewel- 
lery, which might seem more 
valuable if enclosed. Other dis- 
plays could mingle with and be 
designed in relation to architec- 
tural features, such as staircases. 
They might be arranged to be 
viewed from different levels from 
ramps or galleries, which in turn 
could be placed effectively from 
the design point of view. 

“An occasional plain surface 
may do wonders to set off a num- 
ber of small objects, and the dis- 
play designer should be consulted 
as to its material and position, 
particularly if it is to be perman- 
ent and may have to be hard 
wearing. ‘Ihe materials used for 
permanent surfaces, apart from 
belonging to the architectural 
scheme, must be sympathetic to 
the goods to be displayed near 
them. As the interior of the store 
would be visible from the street 
at the same time as the exterior, 
it must be part of the designed 
whole. In some cases, the 
interior may even in itself be- 
come the display. 

“The visual continuity between 
the outside and inside of the 
store can be stressed in a number 
of ways, such as by carrying an 
external facing material through 
into the inside, or an external 
canopy, which may become an 
internal lowered ceiling. The 
plate glass window can butt 
directly against both of these so 
that their continuity can be easily 


apparent. Thus the architectural 
treatment helps to lead the 
customer in,” concluded = Mr. 
Bowyer. 


Footnote: Mr. Bowyer was 
responsible for designing the new 
export showroom at  Tootal 
Broadhurst Lee Co., Ltd., Man- 
chester. 
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PROBLEMS OF PRODUCING AN 
ANNIVERSARY BOOKLET 


LLUSTRATING and block- 

making problems are not 
uncommon when anniversary 
books are produced. It is often 
difficult to match the available 
illustrations taken at the time 
of the firm’s foundation with 
present-day material. 

A case where such difficulties 
were Overcome is the souvenir 
booklet produced for H. M. 
Hobson Ltd., aircraft component 
manufacturers, by S. loon & 
Heath Ltd., Solihull advertising 
agents, in conjunction with J. L. 
Furnival, publications manager 
of H. M. Hobson Ltd. 

The booklet was published to 
celebrate the firm’s 50th anniver- 
sary on January 15, 1953. It 
contains fifty pages and measures 
10 in. X 8 in. It was commis- 
sioned on January 15, 1952, and 
4 preliminary printing was 
required for the karnborough 
Air Show in September. 

The first rough dummy and 
synopsis of the story were sub- 
mitted to H. M. Hobson Ltd. on 
February 7, 1952. By that time 
the three principal sub-contrac- 
tors had been commissioned to 
produce their part of the work to 
their own indjvidual deadlines. 
[hey were: Morland Braithwaite 
Ltd. for direct colour photo- 
graphs and copy negatives not 
later than the end of March; 
Birmingham Engravers for four- 
colour half-tones not later than 
the end of July, and Waterlow & 
Sons Ltd. for twenty-four advance 
copies by the end of August. The 
total run was five thousand 
copies. This programme was 
successfully adhered to. 

By the end of February, 
recordings and research were 
completed and the copy was well 
under way. The agents estimate 
that they used approximately 
four miles of recording tape in 
interviews with long-serving 
employees. 

Make-up and original drawings 
were completed at Toon & 
Heath's, Copt Heath — studios. 
The principal artists were Brian 
Fowler (illustrations), D. G. 
fovery (colour retouching); J. E. 
Eden (typographical layout and 
general format). Studio produc- 
tion and liaison between all 
departments was handled by F. 
Partridge, studjo manager. ye 
editing was carried out by J. L. 
Furnival. Bernard Coaling, Toon 
& Heath director, was in charge 
of the project. 

The colour photographs were 
taken on Agfa-color negative 
stock and processed and printed 
on Agfa-color paper by Major 
D. Wilson of Morland Braith- 
waite Ltd, who put down a 
special colour processing depart- 
ment for this purpose. The 


By a Correspondent 


Original colour photographs were 
stripped into position and colour 
corrected with special dyes im- 
ported from Germany. As ail 
this work was entirely new to 
this country, a great deal of re- 
search was necessary and a con- 
siderable amount of invention re- 
quired to make it practicable. 
At the other end of the scale, 
one set of photographs was made 
up from very old snapshots. By 
the time these had been blown 
up to size it was virtually impos 
sible to apply any semblance of 
colour by normal retouching and 
this particular page in the book 
relied most heavily on the en- 
graver’s art, These photographs 


Ulustrations presented the main 
problem in the H. M. Hobson 
Ltd. anniversary booklet. Fifty- 
year-old monochrome _ photo- 
graphs had to be coloured to 
match present-day Agfa-color 
photographs. 


were made up to a colour match 
with the other pages entirely by 
hand work on plates abtained 
from the original black and white 
prints. In several cases, the lay- 
out called for a colour match to 
be achieved between artwork and 
colour photography and the re- 
sponsibility for the success of this 
tricky technical problem was left 
entirely to the engravers. 

The four-colour _ half-tones 
made by Birmingham Engravers 
Ltd., were 133 screen. It was the 
first time that engravers had had 
to work from these new colour 
prints and several new techniques 
for dealing with this process had 
t. be evolved. 

As each double page spread 
was completed and approved by 
the client, drawings were des- 
patched to Birmingham’ En- 
gravers. At the same time, the 
edited copy was sent to the prin- 
ters for typesetting. This meant 
that as block-pulls and setting 
arrived, a working paste-up was 
prepared and approved at each 
stage. In this manner, the com- 
pletion of each section enabled 
the printers to proceed with the 
final make-up for the finished 
job. 

The final work was printed on 
100 Ib. white art paper by letter- 


press process at the Dagenham | 


factory of Waterlow’'s. The 
printed sheets were afterwards 
fine sand grained and the com- 
plete book Spirex bound into a 
pastedown cloth-covered board 


cover. This was printed in gold 


blocked and blue lettering. 

From the origina! idea to the 
final completion of the first 
twenty-four copies, the time 
taken was eight months. 


ADVERTISER'S WEEKLY 


ADVERTISING 


PUBLIC RELATIONS 
for limited appropriations 
AVELING GINEVER 


19 Charing Cross Road, London, W.C.2 


Trafalgar 6631-2 


Pulford 
Publicity 


LIMITED 
FLEET STREET 


REQUIRES 


AIRBRUSH ARTIST 


Experienced artist for colour and black and 
white general aerograph work, photo retouch- 
ing for reproduction. Interesting and varied 


work. 


LAYOUT ARTIST 


With sound knowledge of 


typography for 


General Technical and Consumer advertising. 


FILM LAYOUT ARTIST 


For Poster and Press advertising. Good general 
all round experience in creative designing 


necessary. 


All these are important and progressive positions with one 
of London's largest studios. Applicants should apply 
in writing stating experience and salary required to 


PULFORD PUBLICITY LIMITED 


Temple Bar House, Fleet Street, 


London, E.C.4 
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| NEWS FROM INDIA 


‘This plan will create new 
selling opportunities’ 


A new five-year plan of industrial and agricultural develop- 

ments has recently been introduced in India. “The United 

Kingdom can now establish stronger trade ties with India”, 
says this report from Bombay Advertising Agency Ltd. 


under one rool 


Litho ed 


Phone: SHO 6281] 


Ul 
_— S: Ra. vreen 


E.C.2 


H.CLARKE © CO. (london) LTD 


A Job’ in the City 


Are you seeking an opportunity to work 
on varied and interesting accounts, with 
loyal and likeable colleagues, in an inter- 
esting and helpful atmosphere? Then send 
us details of your career, for we need 


NEW INN YARD 


i A VISUALISER who 
and vigorous in style 
A CREATIVE ARTIST who can pre- 
pare finished layouts from embryo 
ideas 
A COPYWRITER who can put the 
Queen's English into living, selling 
language. 


is versatile 


The City is within walking distance of three 
main line termini and is the hub of London's 
underground and bus system. 


Write to the Managing Director 


>. STREET & CO. LTD, = 110 OLD BROAD STREET, E.C.2 


A Five Year Plan presented 
in the Indian Parliament recently 
promises, among other material 
objects, “rapid rise in the stan- 
dard of living of the people by 
efficient exploitation of the 
resources of the country, in- 
creased production and opportuni- 
ties to all for employment in the 
service of the country.” 

There is a general criticism that 
the plan envisaged does not go far 
enough. Nevertheless, a good 
many feel that a sober, well 
directed approach runs right 
through the plan. 

Out of Rs.2,.069 crores 
budgeted, agriculture and com- 
munity developments receive ap- 


gn en 
Calcutta edition of 
‘Times of India’ 


The Times of India, published 
simultaneously from Bombay and 
New Delhi, has started yet 
another edition, this time from 
Calcutta. 

This means that in Calcutta 

there are now three front rank 
English dailies. 
— ae a 
proximately Rs.316 crores and 
thereby priority. As a result of 
this it is estimated that there will 
be about a 14 per cent rise in the 
production of food grains, 42 
per cent in the case of cotton and 
63 per cent in the case of jute... 
three commodities vital to India’s 
economy. With community 
developments the plan aims at a 
process of transformation of the 
social and economic life of the 
villages. Each community project 
will have about 300 villages with 
a population of about 200,000. 

The subservience of industry to 
agriculture in the plan was 
expected to create controversy. 
Contrary to expectations, Indian 
industrialists, in spite of their 
awareness that industry has never 


~ i 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExstraBLADET, 
,the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


received that much needed fillip, 
seem to agree that at least at this 
stage the emphasis should be on 
agriculture. Only Rs.97 crores 
have been allocated for the fin- 
ancing of the expansion of the 
public sector of industry in con- 
trast to the figure of Rs.233 crores 
ior the private sector. 

The scheme pre-supposes ade- 
quate finance to carry it through 
but finance is, unfortunately, one 
of the rarest commodities in the 
Indian market. 

India to-day accounts for only 
2 per cent of the world’s trade 
while she has about a seventh of 
the world’s population. At the 
present rate of progress the pic- 
ture is bound to show a consider- 
able improvement in the next 
few years. 

Since the pattern of trade 
responds to supply and demand at 
competitive prices, the United 
Kingdom can establish stronger 
trade ties with India. 

With an improving standard 
of living among her 361 millions, 
India would provide an extensive 
market. 


‘Largest sky sign 
in Commonwealth’ 


Godfrey Phillips claim the largest 
shy sien in the Commonwealth 
and the second largest in the 
world. The sign for Marcovitch 
Red and White € iearettes 
looks the famous Calcutta Mai 
dan (comparable with Hyde Park 
Corner). It is an internally illumi 
nated cigarette made from “Per 
spex” with the wording in neon 
The cigarette alone is 27 feet lone 
and 3 feet in diameter. This sign 
was desiened by the Calcutta 


office of D J. Keymer & Co.. Ltd. 


over 
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Danish evening paper has 
column on advertising 


D ENMARK’S largest even- 
ing paper, Ekstrabladet, 

has introduced a_ weekly 

column about advertising. 

It gives news about people 
of the trade and details of 
interesting new developments 
in this line of business. 

This is the first such enter- 
prise in Scandinavia. 

* * * 

Finnish, Swedish, Norwegian 
and Danish trade journals will in 
future standard- 
ise commussion 
to advertising 
agencies at 15 
per cent. if 
payment has 
not taken place 
one month 
from the date of the order, the 
commission will be reduced to 
10 per cent,.and to 5 per cent if 


payment is made two months 
late 
For some years discussions 


have been going on between the 
agencies and the trade press 
about this matter, but without 
success. The agencies claim that 
1S per cent commission is less 
than what js paid by other media. 


” + ¥ 
The Scandinavian Organisation 


of Window Display Advertising 
has in co-operation with Scandi- 
navian Airlines System published 
the terms for a window display 
competition in Norway, Sweden 
and Denmark, open for al! trades 
with exception of travel agencies. 
* * * 
The Board of directors of the 
Danish Advertising Association 
Dansk Reklame-Forbund——has 
appo-nted its chief clerk, Peter 
Olufsen, as secretary general of 
the Advertising Association, and 
the head clerk, Miss Aase Rein- 
hard is appointed chief of the 
secretariate, 
¥ * * 


To assist exports to Canada, 
the only dollar market which in 
1952 spent less on British goods 
than in 1951, Machinery Lloyd, 
is producing this year a special 
issue for Canada. Altogether 
7,000 copies will, be printed and 
mailed to leading buyers and 
users of mechanical and electrical! 
engineering equipment through- 
out the Dominion, reaching them 
at the end of May—just before 
the start of this vear’s Canadian 
International Trade Fair in 
Toronto. 

Three vears ago Machinery 
Lloyd published its first special 
Canadian issue with messages of 
goodwill from the President of 
the Board of Trade and the 
Canadian Minister of Trade and 
Commerce. 


* * * 
Pan-African Advertising Com 


pany (Pty.) Ltd., Johannesburg, 
have opened a London office with 
[. B. H. Otway as manager. 

The London office will be 
known as Pan-African Advertis- 
ing (Pty.) Co., and will be able 
to advise British manufacturers 
and advertising agents on every 
aspect of marketing and sales 
promotion in the Union of South 
Africa and the Rhodesias, and 
supply a list of established dis- 
tributors. 

* * * 


Forum, Indian weekly news- 
magazine, have appointed Pub- 
lishing and Distributing Co., Ltd., 
as representatives in London. 


* * * 


The Journal of the British 
Chamber of Commerce of Egypt 
states: “The latest regulations 
governing imports make it clear 
that until the sterling position in 
the country improves import per- 
mits from the sterling area will 
only be granted for products 
which are considered essential. 
These regulations cancel those 
previously published and provide 
that goods from countries not 
having payment agreements with 
Eevpt or not within the sterling 
area may be imported against 
payment in Egyptian pounds to 
the credit of an export account.” 

* ” * 

Official analysis of the Austra 
lian income year 1949-50 (the 
latest available) shows that 1,534 
taxpayers had incomes of £10,000 


Or more. Five years earlier there 
were only 195 people in this 
income bracket. 
* * * 
Employment in Australia is 


slightly on the increase, but it is 
too early to say whether seasonal 
considerations are responsible. 
The “economic cut-back” at the 
end of September saw 27,806 on 
unemployment benefit. At this 
time there were 1,851,800 in pri 
vate employment while _ those 
working under Government 
authorities totalled 685,000—an 
increase of 11,000 on the figures 
12 months earlier. 
~* * + 

Wide publicity has been given 
in Australia to the U.S. Presi- 
dent’s Materials Policy Commis- 
sion report. This declares (in the 
opinion of leading American 
assessors) that Australia wil] have 
14 million population by 1975 (it 
is eight and one-third million at 
present), and that productivity 
per man-hour 23 years hence wil! 
have risen by 8&5 per cent, with 
the average working week 34 
hours. 

* * * 


Rolls Royce Co. of the United 
Kingdom is to build an aircraft 
engine repair and service factory 
in Sydney.—Goldherg Advertising 
(Australia) Pty. Ltd., Sydney. 


ADVERTISER'S WEEKLY 


ASSOCIATED 
KENT 
NEWSPAPERS 


give new 


Intensity of Coverage 


in a solidly prosperous area 


The newly-formed Associated Kent Newspapers 
offer you by far the most intensive coverage of this 
sharply defined area of North Kent. The wide variety 
of occupations in the area have one common charac- 
teristic: all enjoy a solid prosperity and form a 
first-class market for consumer goods and services of 
every kind. These five influential newspapers should 
be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all 
newspapers. 


CHATHAM STANDARD (Tuesday 1I\d.) 
NORTH-EAST KENT TIMES (Tuesday I\d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 

ISLE OF THANET GAZETTE (Friday 3d.) 


(All members of the Audit Bureau of Circulations) 


TRADE DISPLAY 


(Ordinary Positions) 35/+ per single column inch 
Rate Card operative from 2nd March 1953 


NET WEEKLY SALES 
Bs.ART 


(Certified by ARC) 


Associated Kent 
Newspapers 


3) High Street, Chatham (Chatham 2213) 


W. Player Lid EC4 
(Central 2786) 


Group Accounts Office 


Advertisement Representatives: B Ww Fleet Street, 
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IMISSION: Should 


trade papers give 15 per cent? 


‘O 
-ASKS AN ADVERTISEMENT MANAGER, AND PROMPTLY ANSWERS : N 


TF you are a trade paper ad- 

vertisement manager (as I 
am), and if you are asked by 
an advertising agent friend (as 
1 was) why you do not follow 
the example of those publica- 
tions which have increased 
their agency commission to 15 
per cent—control your hollow 
laughter! I did not, and 
another beautiful friendship 
foundered! 

My mirthless laughter was not, 
in fact, directed against my 
questioner; | was mentally flip 
ping through a list of agents 
whose clients’ announcements 
idorn our pages to see what 
justification there could be for 
an increase of SO per cent on 
COMMISSION, 

The arguments put forward by 
agents, through the years, in 
favour not only of commission 
but of bigger commission may 
have a considerable plausibility 
from the point of view of the 
national newspapers. But when 
you come to the trade press it’s 
a very different kettle of glue! 

The basis of arguments in 
favour of commission is that the 
agents are being paid for a 
service. 

The plain fact is that there are 
some agents who, in their deal- 
ines with the trade press, are (a) 
of little or no use to their clients, 
and (b) a positive burden to the 
journals with which they deal. 
Why then, in the name of com 
monsense, should the journals 
pay them a commission at all 
let alone a bigger Commission? 


* * 7 


lake the simple business of 
getting the agent to send copy by 
a certain date. Simple, did I say? 

Send the agent a copy remin- 
der (printed, in the light of 
experience, in flaming colour and 
with ultra-bold title) and see how 
your trouble (in” the agent's 
interest) is rewarded Keeping 
score over a period of years, I 
find that each copy date comes 
and goes with at least 25 per cent 
of the agents (and not always the 
same 25) showing no sign even 
of life. 

When we telephone the agency 
copy department we are almost 
invariably asked: “What is the 
latest date, old man?” When we 
answer, “Our copy date will be 
last week,” we are thought to be 
a trifle unco-operative. 

The evidence suggests that the 
people concerned have neve, 
heard of a press schedule. They 
appear to be under the delusion 
that we print one page at a time 


Agencies do not deserve 15 per cent commission 
from trade journals, says the writer— 


BECAUSE 
clients ; 
BECAUSE 
journals ; 
BECAUSE 
BECAUSE 


some agents are of no use to their 
they are a positive burden to the 


they do not meet copy dates; 
they have to be 


reminded when 


renewals fall due; 


BECAUSE 


much agency-prepared copy does not 


meet mechanical requirements; 


BECAUSE, BECAUSE, because .. . 


and that if they send us copy the 
day before our publishing date 
we shall not only have ample 
time to include the advertisement 
but also time to send the six 
proofs on which they insist, and 
to wait for their corrections. 

If the agency does not know 
enough about publishing methods 
to recognise the need for prompt 
submission of copy -or if it 
Knows but does not care—then it 
is getting money by false pre 
tences! 

In some cases the client is to 
blame. But if an agent is handling 
somebody's advertising, — then 
surely he should be © strong 
enough to give the client good 
advice (even though it be a little 
distasteful). I do not find it 
difficult to tell our direct adver- 
tisers just how necessary it is to 
keep to schedule The agencies 
to Which I refer include some who 
are big enough and “respectable” 
enough to be considered pillars 
of the profession! 


* * * 


Dilatoriness in 
orders is another failing. The 
well-organised agency does not 
need a reminder that a contract 
will shortly fall due for renewal. 
The renewal order comes along 
at least a month before the old 
order expires, With some other 
agencies ample warning has to be 
followed up with half-a-dozen 
letters and the same number of 
telephone or personal calls. This 
is particularly galling when the 
client was advertising with you 
vears before the agency was even 
formed, and when you know that 
if the advertising were being 
placed direct you need only phone 
the advertiser and say “Same 
again this year. Bill?” 

Only some kink that expects us 
to he loval to a= svstem = that 
doesn’t justify loyalty, prevents 


regard to 


us from approaching the client 
direct. 


* * + 


Then, of course, we have to put 
up with rank incompetence in the 
preparation of copy and blocks. 

An agency—one of the “big 
names”--sent us a_ solid line 
block and eXpected us to print it 
a delicate pink when our stan- 
dard colour was signal red. We 
explained in simple language the 
technical difficulty of the opera- 
tion, and then we were asked to 
get the new plate made. The 
agency unblushingly deducted the 
commission! 

On another occasion a _ big 
agency was running a_twelve- 
months’ series with blue as the 
second colour—the only second 
colour we used at that time. 
For December they sent us copy 
which included a large picture of 
Father Christmas! 

Yet another agency frequently 
sends us colour line-blocks with 
out proofs. The compositor has 
an interesting time (at our ex- 
pense) playing at jig-saw puzzles, 
trying to put tints in their proper 
places. 

Then again, some agents have 
only the vaguest idea of our page 
size, and we have been given our 
share of trouble by blocks which 
have been too big or too small. 
Usually, of course, the copy and 
blocks have arrived late, and this 
adds to the fun! 

The efficiency of some of the 
sysiems in use by agencies is 
illustrated by a recent case. Hav- 
ing failed to get copy, I rang the 
agency copy department, “Oh, 
sorry we're a bit late, old man.” 
he breezed. “Repeat last, will 
you?” Considering this was the 
first advertisement of a first series 
for this client, I did not regard 
the instruction as helpful! 

I have said enough to show 


that some of the agencies are a 
positive burden to the trade paper. 
. * * 

What of the other charge— 
that some of the agencies are 

little if any use to the client? 

When you work on a good 
trade journal for years you are 
bound to acquire knowledge of 
the trade and the methods and 
needs of your readers, and you 
come to realise that some of the 
advertisements prepared by the 
agents are going to muss the 
target by a mile The lay-out 
may be arresting, the copy may 
scintillate, but the advertisement 
is sull a complete failure because 
the agency has not the necessary 
knowledge of the trade 

In such cases the client is 
worse off than if he had placed 
his advertising direct. My own 
journal is only one of many 
which give first class service in 
the production of advertisements 
to any direct advertiser who 
wants that service. We know the 
people with whom we are dealing 
and we know what will interest 
them. We cannot offer the art 
work that many agencies can, 
but we still know where to go to 
get it. The client pays for it, of 
course-—-but he ts getting some 
thing that will bring results. 

In common with most trade 
Papers We deal with agencies who 
are content to leave copy un- 
changed for month after month, 
and even year after year, and 
still go on drawing their commis- 
sion (and even asking for more). 
Here again, it can hardly be 
claimed that the client is better 
off than if he placed his advertis- 
ing direct. 

I am willing to agree with the 
agent who says. “We cannot give 
our clients really top-grade ser- 
vice on ten per cent of rates of 
£20 or £30 a page.” There's 
honesty, anyway. But, just as 
surely, the agent cannot give top- 
class service on 15 per cent of 
the same charges 

he commission system — is 
largely responsible for most of 
the shocking service meted out to 
client and publisher Limited 
remuneration is likely to result in 
limited effort--and a SO per cent 
increase in that remuneration is 
not, in most cases, going to prove 
a cure. 

So here’s to the day when — for 
the trade press, at any rate—the 
pernicious commission system has 
given way to something more 
rational. Until then may I ask 
all agents who place advertise- 
ments in the trade press to try to 
avoid creating difficulties for us 
in addition to taking our money? 
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Stuarts follow no formula, 


ADVERTISER'S WEEKLY 


think freshly and thoroughly 


about each client's problem. 


Perhaps you would like to talk 


about your own advertising 


and see us at work? 


Ring Mayfair 9255 and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 
Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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DECORATED FOR 
BRAVERY ON 
THE BATTLEFIELD 


"TWENTY year old John Bowler, 
who recently joined Allardyce, 
Palmer Ltd. as personal assistant to 
the joint managing directors, P. H. 
Palmer and C, J. Bailey, will be 
putting on his Army uniform again 
next Tuesday to go to Buckingham 
Palace. There he will be presented 
by the Queen with the Military 
Cross, probably the youngest per- 
von ever to receive the award. 

It was only a few months ago 
that John was a national service- 
man in Korea, with the rank of 
Second-Lieutenant in the Welch 
Regiment. He was only 19 that 
night when he led a deep penetra- 
tion patrol to within 20 yards of 
the enemy. They had never been 
over the ground before, there was 
litthe cover and the moon was shin- 
ing brightly. He established a base 
900 yards from their objective. 
Then with ten men he crawled on 
towards the enemy lines. They took 
up positions just 20 yards from 
the enemy who were present in 
force, 

Then the battle commenced and 
the night was shattered by gun fire. 
It was not long before the enemy 
leapt from their trenches and the 
patrol was under fire from the flank 
ind the rear. They lost their wire- 
ess operator and were out of touch 
with their artillery, machine gun 
and mortar support. 

Their only hope was an 800-yard 
dash back to the advance base 
which they had established. With 
bullets and mortar bombs splatter- 
ing all about them they stumbled 
across the moonlit countryside. The 


> 


58 HIGH ST. 
CHATHAM 


X Yor the Medway Towns 


enemy were some 150 yards behind 
them when they linked up with the 
rest of the patrol. By radio they 
contacted their battalion and soon 
the brigade artillery had opened up 
on the enemy. But there was still 
a mile of no-man’s-land to cross. 
Led by Mr. Bowler the patrol 
made it. 

Next day he wrote to his father: 
“If 1 am as lucky in civilian life as 
I am dicing with life out here I 
will be a millionaire very quickly.” 

Heroism runs in the Bowler 
family—his father won the M.C. 
and bar in the first world war. 

To “cap” this story. John's great- 
grandfather was the man _ who 
invented the bowler hat—way back 
in the 1840's. 


Eternal struggle 
FFIGURE on the badge of the 


Association of Circulation Execu- 
tives is Sisyphus, the mythical King 
of Corinth who, for his sins, was 
condemned perpetually to roll up 
a hill a stone that always rolled 
down again. He symbolises the 
constant struggle of the circulation 
manager to achieve the impossible. 

But the sins of C.M.s must be 
less impressive than those of 
Sisyphus judging by the way they 
relaxed at their Association luncheon 
last Thursday. Their genial chair- 
man, G. S. Strode (gencral manager 
of B.B.C. Publications), announced 
some forthcoming golf tournaments 


80 FLEET ST. 
LONDON 


and also raised a laugh by saying 
that the first issue of the Associa- 
tion's journal soon to be issued to 
members would not be on a sale-or- 
return’ basis for the first three 
issues! Thereafter Ralph Wightman, 
the agricultural broadcaster and 
journalist, gave a leisurely and 
laughable account of how he drifted 
into broadcasting. 


we 
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President is 


under 30 
Youncest president, at 29, in 
the history of the Yorkshire branch, 
Master Sign Makers’ Association, 
is Andrew Butterfield, a director of 
Butterfield Signs, Bradford. Another 
distinction is that he is the first 
president, whose father was also 
president. The latter is Harry 
Butterfield, who held the office in 
1949. 

Born at Bradford, Andrew was 
educated at Bradford College of Art 
before entering the family business. 


Members of the Westminster Press Provincial Newspapers who attended 
the first Convention on Classified Advertising organised by the West 
Midlands Newspaper Advertisement Executives’ Association in Birmingham. 


be €.: 
District Newspaper Co.), F. 
Lid.), 


F. G. Cragg (Nottingham Journal’), W. Walker (Bradford & 
’. L. Johnson (Birmingham Gazette & Despatch 
G. H. Howe (Bradford and District Newspaper Co.), G. Dowdell 


(‘Oxford Times’), H. B. Elders (“Darlington and Stockton Times”), K. W. 
Bailey (Birmingham Gazette & Despatch Ltd.), A. Walsh (North of England 
Newspaper Co.), J. Rowe (Birmingham Gazette & Despatch Ltd.). 


* 


BLEADING lights on the print side 
of the annual Fleet Street “Paper v. 
Print” rugby match are Jack Cox, 
managing editor, Lutterworth 
Periodicals, and M. J. Horton, space 
buyer with G. S. Royds Ltd. Both 
men are rugby enthusiasts. Mr. 
Cox, who played in the match until 
two years ago and will referee .t, 
is hon. press officer of the Wasps. 
Mr. Horton, who hopes to play in 
the match this year, is captain of 
the London Irish Wanderers side. 
No longer able, for business reasons, 
to play the leading part on the 
organisational side that he has done 
is George Plumtree, formerly with 
C. & E. Layton, and now London 
representative of the Dringport 
Press, Portsmouth. 

“Print” has lost to “Paper” for 
the last two years, having won the 
previous five. This year the game, 
from which a number of press 
charities will benefit, is being held 
at the Richmond Athletic Ground 
on Wednesday March 25, k.o. 4 p.m. 
The print side is chosen from club 
players in the editorial, advertising, 
publicity, and production sides of 
the print world. Players are asked 
to get in touch with either Mr. 
Cox or Mr. Horton. 

* * - 


INCORPORATING, as it does, 
many of the leading farming 
journals and organisations, the 
Farming and Poultry Advertisement 
Control Board obviously requires as 
its chairman someone who is pretty 
knowledgeable about farming as 
well as advertising. H. L. M. Carter 
(Poultry World), the new chairman, 
fulfils this requirement perfectly ; 
his business life has been pretty 
evenly shared between the two 
interests. 

In 1909, aged 19, he went to 
Southern Rhodesia and, after a 
ear as a pupil on a Government 

rm, managed a 3,000-acre farm 


* 

for four years in the 
district, raising maize 
Then came soldiering in the first 
world war and a regular commis- 
sion in the Indian Army, followed 
by poultry farming in Kent and 
later in Sussex. 

How did he graduate into adver- 
tising? He became sales manager 
for a firm that made portable farm 
buildings and poultry equipment and 
found himself taking advertisement 
space in I[liffe journals. From this 
to becoming advertisement manager 
of Poultry World in 1934 was 
merely a matter of changing from 
the space buying to the space selling 
side of the fence. 

The Farming and Poultry Adver- 
tisement Control Board began in 
1939, with Sir Richard Haddon, 
chairman and managing director, 
Farmer and Stockbreeder, as its 
founder chairman. It keenly vets 
farming and poultry journal adver- 
tisements in the interests of readers 
and other advertisers alike. 


Contact 


WEEKS WISECRACK 


Lomagundi 
and cattle. 


“So far as screen adver- 
tising is concerned I feel 
we ought to put our 
clients more in_ the 
picture.” 
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Buy on 


this rising market 


AVERAGE NET SALE (A.B.C) 
a et 


AVERAGE NET SALE (A.B.C) 
jJAN-JUNE 1952 


AVERAGE NET SALE (A.B.C) 
JULY-DEC 1952 


AVERAGE NET SALE n. | 
DEC 1952 - JAN-FEB 1953 ,U y? 


This is the best space bargain in the business while the rate 


remains £100 per page and pro rata 


75°, OF READERS ARE WOMEN, SIX READERS PER COPY 


PHOTOPLAY 


The intimate film monthly selling at 1/3d. 


A. H. MciISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD + 8/10 TEMPLE AVENUE EC4 - CENTRAL 3514 
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IHAT John Poulton, director of 
John Benington Ltd., has been pre- 
sented by his wife with a daughter 
Gillian Mary. 

* ¥ * 
THAT the Sunday Pictorial is ‘o 
stage a “Cavalcade of Sport” at the 
White City Stadium on Wednesday, 
May 20, in aid of the St. John 
Ambulamce Brigade. 

* * * 
THAT H. Mondschein, managing 
director of the Carlton Berry Co., 
Lid., is now approaching convales- 
cence after a serious illness. 

, ” * 
THAT Stuart Hirst, of Leeds, gave 
away his step-daughter, Miss P. L. 
Clayton, on her marriage to David 
Ibbotson of J. & F. Ibbotson Ltd., 
Leeds clothing manufacturers. 

* * * 
THAT Herbert A. Sheppard has an 
article in the current issue of 
Brokers’ Monthly on how insurance 
brokers can take advantage of their 
local press for advertising purposes. 

* * * 
THAT Henry Robert Read, a 
director of the Cambrian News, has 
married Miss Christine Elizabeth 
Greenhough, at Holywood, Co. 

n. 
7 * 

THAT Raleigh Industries Ltd. are 
to run a Coronation Easter Parade 
window display competition with 
£3,575 in prizes. 


* miele ae * 


« Lay. * 
* * 
* * 
* * 
* et * 
* ey . 


We Hear— 


THAT Philips Electrical Ltd., who 
introduced their first gramophone 
records last month, will be entering 
the long-playing record market later 
this year. 
* * * 
THAT Arthur Pullin, of the Stuart 
Advertising Agency production 
department, has married Vera Ross 
of Clifford Bloxham & Partners 
Lid. 
* * * 
THAT A. E. Pallett, publicity man- 
ager of the Metal Box Co., Ltd., 
is on a two month tour of East and 
South Africa. 
* # * 
THAT Morley’s Stores of Brixton, 
are launching a series of “Famous 
Brand” events in which special win 
dow displays will highlight various 
brands of ladies’ coats, corsetry, 
mattresses, dress fabrics, men’s 
underwear, shirts and other goods 
” H * 


THAT efforts to reduce the number 
of advertisement signs in Dorchester 
are being made by the local council. 
* +. 
THAT Arthur Rushton has been 
appointed advertisement representa- 
tive on behalf of the Machinery 
Market and Yachts & Yachting for 
the Manchester and Sheffield areas. 
+ # 7. 
THAT Marlsbro (Garments) Ltd. 
of Manchester, are offering to book 
space in newspapers and pay half 
the cost of retailers’ advertisements. 


ASK for illustrated 
price list and 
supplement showing 
latest Royal 


Family Group, etc. 


CORONATION 
ENLARGEMENTS 


Kor the most effective Coronation displays only REAL photo- 


graphic enlargements in black and white, sepia or colour can 


be considered. AUTOTYPE offer the best and latest ofhcial 


pictures by leading Court photographers at accepted trade 


rates with generous quantity discounts. Available in all sizes 


from 20 ins. by 15 ins. up to 100 ft. by 50 ft. Every one 
executed to AUTOTYPE’S high quality standards. 


Order NOW from ~~ 


AUTOTY PE’ 


(Most of the really good enlargements are made by Aytotype) 


Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 269! 


Harris & Sheldon Lid. designed and constructed this stand for Greaves & 
Thomas Ltd. at the Furniture Exhibition at Earls Court. 


THAT George Hart, publicity man- 
ager of Goodwin Barsby & Co., 
Lid., gave his views on the pro- 
posed Press Council in his firm's 
house organ. 

* + * 
THAT as a result of their successful 
production of “You Can't Take It 
With You” at the Fortune Theatre 
last November, The Fleet Street 
Players have handed to N.A.B.S. 
a cheque for £276 7s. 8d. 

¥ * * 
THAT a fire at the Southport 
Guardian office brought a prompt 
offer of help from the Liverpool 
Daily Post, but production was not 
impeded and damage was slight. 

* * * 
THAT an appeal by Sheffield Bill- 
posting and Advertising Co., Ltd., 
against the City Council's refusal to 
allow an advertisement on the site 
of St. James's Church, Townhead 
Street, Sheffield, has been dismissed 
by the Minister of Housing and 
Local Government. 

* » * 
THAT a proposal to set up a com- 
mittee of guidance to protect traders 
from space canvassers for bogus 
brochures, local guides and tele- 
phone directories was rejected by 
York Chamber of Trade. 

* * * 
THAT the ‘ast of a set of six 
booklets based on discussions at 
the printing industry’s Joint Indus- 
trial Council Productivity Confer- 
ence last year have now been 
published. 

* * * 
THAT on Monday members of 
the Institute of Incorporated Prac- 
titioners in Advertising visited the 
Royal Academy by invitation and 
were shown over the private rooms 
by the secretary. 

* * * 
THAT Samson Clarks beat High- 
ams 5-0 in the London Advertising 
Football League. 

7 * ¥ 
THAT the Royal coat of arms in 
full relief ply, used to introduce 
the B.B.C. television programme on 
Coronation souvenirs, was made by 
A. & A. Displays Ltd. 


2,000 interviews 
daily in survey 


Two thousand interviews are 
being conducted cach day this 
week by Social Surveys Ltd., in 
100 areas throughout’ England. 
Wales and Scotland in connection 
with ine second winter audience 
survey of Radio Luxembourg Eng- 
lish transmissions. Last week the 
daily interview figure was incor- 
rectly given as 20,000. 


SOOTHE TEESE TEESE TEESE EEE EES 


ADVERTISING 
DIARY 


Friday, February 27. 

BiRMINGHAM PusticiTy Assocta- 
TION annual dinner and dance. 

INSTITUTE OF PUBLIC RELATIONS 
annual dinner. Kensington Palace 
Hotel 

Monday, March 2. 

British AND LONDON POSTER $ 
ADVERTISING ASSOCIATION poster « 
design competition prize-giving lun- $ 
cheon. May Fair Hotel. 4 

NOR THAMPTONSHIRE Pusiicity + 
Crus. R. C. Chatburn and J. 3 
Martin on “Display—from the = 
inside looking out.”’ Plough Hotel, ¢ 
Northampton, 7.30 p.m. : 

Pusiicity Cius or Lonpon 
Panel of speakers who have been 
in advertising SO years. Waldorf 
Hotel, 6.15 p.m 

Bristow anp West Pusiicity 
Cius. L. C. Shepherd on “‘Iitus- 
tration and colour in advertising.”’ 
(educational lecture). Grand Hotel 
Tuesday, March 3, 

_ REGENT ADVERTISING Cus. 
George Worledge on “Agency— 
client relationship’ (educational 
lecture). 

Wednesday. March 4. 

INSTITUTE OF PuRLIC RELATIONS 
Tangye Lean on “The first 15 years 
of broadcasting to Europe.”’ 
Shaftesbury Hotel, 12.45 p.m 

ADVERTISING CLUB OF OxPoRD 
Quiz contest City Restaurant, 
Cornmarket, 6.30 pm 

Friday, March 6. 

MASTER SIGN MAKERS’ Assocta- 
TON annual dinner Park Lane 
Hotel 

INCORPORATED SaLes MANAGERS’ * 
ASSOCIATION ladies’ night Gros- = 
venor House ° 
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Joint action by 
resort publicity 
officers in West 


Headed by Edward Turner, 
eight publicity officers for resorts 
and interest spots in the West of 
England have formed a North 
Somerset Tourist Association. 
Through the British Travel and 
Holiday Association, they will 
issue abroad 20,000 folders, fea- 
turing the attractions of Weston- 
super-Mare, Bath Spa, Clevedon, 
Wells, Longleat House, Cheddar 
Caves, Wookey Hole Caves, and 
Glastonbury Abbey. 

Besides trying to _ attract 
American and Canadian dollar 
tourists, the Somerset Association 
is making a bid for Continental 
visitors too. One of its members, 
Mrs. O. Hodgkinson, of Wookey 
Hole Caves Ltd., recently did a 
publicity tour of America where 


newsmen’ headlined her as 
“Britain's Twentieth - Century 
Cave Woman.” 
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@ Continued from page 377 


£48 MILLION 
ON PRESS ADS. 
LAST YEAR 


for motor cars, Statistical Review 
records £302,619 for the last 
quarter of 1952, as compared 
with only £226,800 for October- 
December, 1951. 

On the other hand, cosmetic 
advertising —£328,615 for the last 
quarter—was £31,000 down on 
the last quarter of 1951 

The pronounced growth in 
mail order advertising appears to 
have coincided with a recession 
in the clothing industry. The last 
quarter's total was £343,902, 
compared with £267,294 in the 
previous quarter and £169,933 for 
the last quarter of 1951. 

“So numerous are the operators 
in this field that it is beyond us 
to make a check of all the 
advertising which appears,” Sfa 
tistical Review comments. Total 
1952 expenditure was £1.532.014. 
nearly double the 1951 figure 

Cooking and heating appli 
ances advertising increased appre 


The Rt. Hon. L. S. Amery, elder 
statesman who served in successive 
Conservative ministries and was 
Secretary of State for India in the 
war-time coalition, 1940-45, will be 
the speaker at the Publicity Club 
of London Empire Night, March 23. 


ciably by £326,035 for last year 
as against £234469 for 1951. 
Radio products remained nearly 


stationary, Phillips being the 
largest spender at £24,167. 
Advertising of canned and 


dried vegetables rose remarkably 
in the last quarter of 1952 to 
£111,486, nearly as much for the 
whole preceding nine months. 

While last-quarter spending for 
confectionery was only £222,125, 
as against £252,717 for the same 
period in 1951, biscuit advertis 
ing in the same period improved 
by £22.500 to £104,811. 


‘The Scotsman’ 


joins A.B.C. 


The latest list of new members 
of the Audit Bureau of Circula- 
tions includes the Daily Sketch, 
Weekly Overseas Mail, The 
Scotsman, Weekly Scotsman and 
Evening Dispatch (Edinburgh) 

Other publications are: Burton 
Observer, Dental Technician, 
Fishing Gazette, Footbal] Gazette 
(South Shields), Football News 
(Nottingham), Football Pink 
(Swindon). Jlkeston Advertiser, 
Jewish Observer & Middle East 
Review, Journal of the British 
Institution of Radio Engineers, 
North East Kent Times, Speed- 
way Gazette, Sports Argus (Birm 
ingham), and Yorkshire Sports 


(Bradford). 

Advertising agency: 
Dixon Ltd 

The annual general meeting of 
the Audit Bureau of Circulations 
will be held on Thursday. 
19 at 3 p.m. at 
W.c.2 


Arthur § 


March 
Aldwych House. 


Over 60 members of the staff and clients went to the annual dinner and 
of Universal Direct Mail Services Lid., 


dance 


on Friday. There were 
and containing a message 
company's managing director. 
Roos, production 

Harsant, 


manager. Mrs. 


and Mr. 


‘Mirror’ continues evening sales |; 


ihe “Daily Mirror” is continu- 
ing to sell in the West End of 
London at 8 p.m. on the evening 
previous to publication date. 

A. E.. Ashwell, circulation 
director of the Daily Mirror 
group, emphasises that this ts 
merely a token gesture. Only a 
few hundred copies are being 
sold. “We are not doing this as 
a sales promotion scheme.” he 
states “We are doing it only 
because a certain paper has with 
drawn from the midnight selling 
agreement.” 


No ad, repercussions 
K. Le Fevre, advertisement 
manager, Daily Mirror, states 
that there have been no reper 
cussions from advertisers or 
agents. 
The 


“certain paper” referred to 


by Mr. Ashwell is the Daily 
Sketch. This paper's decision to 
withdraw from the national 


morning newspaper agreement to 
keep copies off the streets until 
at least midnight is “deplored” 
by the National Newsagent, 
Bookseller, Stationer in a leader 
headed “Round the Clock?”: 
“We deplore it because 1! 
means that a good agreement has 
been broken and because such 
sales as there are will be chiefly 
during a period when newsagents’ 


‘Punch’ scholarship 


* 
winners 
Winners of this year’s Punch 
scholarships in humorous art 
who each receive awards of £100 


are: Eric Atkinson, Royal 
Academy of Arts School. S.W.1 
Michael Chavaudret-Rainfrey 
College of Art, Leicester; and 


Miss E. M. Whyte, Royal College 


of Arts. S.W.7: 

Highly commended are Don 
Badior, Australian Commercial! 
and Industrial Artists, Sydney 


the first student from overseas to 
get a commendation—-and John 
Holdcroft, West of England 
College of Art. Bristol 

Winners and commended en 
trants are entitled to technica! 
ind practical advice from. the 
editorial staff of Punch. 


no speeches but everyone 
12-page illustrated souvenir booklet showing the work of Universal Services by R. O 

of greetings 
Pictured above are (eft to right) 
Roos, Mr. 
Harsant, 
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* Case studies in 
salesmanship 


Four case studies in salesman- 
ship were heard and questioned 
by more than 100 students at the 
second annual! conference of the 


Incorporated Sales Managers’ 
Association London Students 
Society, held at the Victoria 
Halls, Bloomsbury, on Saturday. 
Some Advertising Association 
and Market Research Society 
students were among _ those 
present 

The four case histories were: 
“The Airwick Story,” by W. R. 


Bowden, director and home sales 
manager, Horlicks Ltd.; “Putting 
the Lift into Materials Handling,” 
Burton, home sales 
manager, LT.D. Ltd.; “The Book 
Centre-—-an Experiment in Distri- 
bution.” by Col. J. Neilson 
Lapraik, general manager, Book 
Centre Ltd; and “The Luxury 
the Ancestral Fabrics,” by 


at the Aldwych Brasserie, 
was presented with a 
Leslie A. Saunders, the 
John A, 
Ronald K. 


from 


Saunders, Mrs. 
sales manager. 


shops are closed, Whether Edmond C. Lee, director and 

other national newspapers, when general manager. Arthur Sander- 

big stories break, will also sell %9_& Sons Ltd 

early in the West End, is at the Many questions were asked by 

moment in the air. but probable.” the students. F. R. MacCrindle, 
Last week, Stuart McClean, ‘Sales manager, Carreras Ltd., 

managing director, Associated S¥™med up. 

Newspapers, issued an emphatic 00 me 

denial that the Daily Sketch 


‘Pig farming’ 
would be on sale throughout the s ing 


ountry each day before mid- In an advertisement for Pig 
night - y Farming on pages 392 and 393, the 


> , figure for Britain's pig popul 
The Daily Sketch reserves the sp lg An's Pig population 


in June 1950 is given as 4,500,000. 
right to sell at any hour or time It should read 2.986.000. ( ompara- 
on those rare occasions when tive figures are June 1946 
national interest or important 1,955,000; June 1948 2,151,000; 
news demands,” he said. June 1952—4,923,000 


AND GAZETTE 


Dane John Press Ltd., Dane John Oast, 


LEGAL 
WILLS Canterbury. Editors, printers, publishers, 
ck Nominal capital: £100 Directors: 


Giteeer Smitn, of 5 South View Road, ft. D. Hill and Mary FP. Kee 


Warlingham, Surrey, director of J. Wix Climor Pablications Ltd. Publis? ers and 
& Sons Lid, and for many years in distributors of books. Nominal capital: 
churge of advertising, left £9,706 10s. 7d £100 Directors: R M. Clive, 141 
gross, £9,335 &s 7d. net Laudersdale Road, London. W9 and 

Ferperick Dantet Wiseman, 3P.. of Florence Morris, 2 Aston Avenue, 
S Rattleficld Road, St. Albans, managing Kenton, Middlesex 


editor of the Methodist Recorder ‘ett John Ford & Sons (Advertising) Lid, 


£12,793 14s. 11d. gross, £12,457 10s. 4d 72a Palatine Road, London, N.16. Adver- 
net tising contrac tors Sign makers and writers 
Horace Ievinc Turner, of Stubbin Nominal capital: £6,000 Directors Cc 
House, Rawmarsh, Rotherham, — joint Collier and Mrs. L. M Collier, 
managing director of the South Yorkshire Bible Pictures Incorporated Lid., Fast 
Times Printing Company, Lid, Mex- Street/South Street, Oadby, Leicester 
ty iwh left £12,104 7s 2d gross Publishers and distributors of books 
8.323 108) Tid) me compositions, Magazines newspapers 
Grorce Binney Diemer, of 22 Rue de Nominal capital £10,000 Directors, 
» Gare, Hargenrath, Belgium, manager of R. DPD. Kravitz, G. 1. Kravitz, F. A 


the Manchester Guardian trom 1892-1905 
and general manager of the Field and the 


Thorpe, and FL ©. Collis 
Trade and Indastrial Press Lid, Pub 


Oucen trom 1913-1919, left estate in lishers, proprictors and producers of 
England valued at £4,538 9s. 3d grow Periodicals, journals, newspapers, books 
44.491) 9s 4d net Nominal capital: 45.000, P. W. Crossley 
Hon Heeseet Oswato Beery, son of address not stated. signs as director 
Viscount Kemsley and formerly 2 director Subscribers: F. E. Stableford, 20 Rolles 
m Kemsicy Newspape ton Drive, Arnold, Notts; J. A. Smith, 
(146.124 16s. Sd. gross ind 425 Vis 3d Chigwe!!, Loughborough Road, Rudding- 
net ton, Notts 
= Transport Journal Publications Lad. 
9 ~ The Clock Hows 7? Arundel Street 
NEW COMPANIES wc. Publishers and proprietors of 
newspapers, Magazines. periodicals, books 
RPA Led, Publicity. sales and deve Nominal capital: £1°.000 Directors: J 
ipment specialist business organisers Wing, J. L. Tomba. G. A. W. Ketland 
Nominal capita!: £1,000. Permanent direc (The above-mentioned particulars of 
tors = R I Peake 250 High Street, new companies recently registered are 
Sutton, Surrey. Subscribers: Mrs. D. A taken from the Daily Register compiled 
Peake, 134 Banstead Road. Carshalton by Jordan and Sons _ 


maa 


Surrey Registration Agents, 116 © 
fulmar A ae tid. Offices of London, W.C.2) 


Bowmer, Bullo« Andrew & Co., Bush ——E 

l » House, ¢ fore Street. E.C.4. Ad - 

vert sing specialists Nom nal capita! CHANGES OF ADDRESS 

at Directors; GM. Fulford, J T. Rawmusseen & Co. Ltd., paper and 

Marshment. FE. W. Watts board mill agents. to Greenwich House, 
¥.K.T. Publications Ltd. Last Street 10/13 Newgate Street, London, B.C. 
ith Street, Oadby. Leicester. Nominal The Fagtivh Speaking World (advertise- 
spita! £1,000 Directors N ment department) t | Stratford Place, 

i ‘ ay f os R Loubet. F. A. Thorpe london, Wi) 

Fr. < | Dieby willy 508. to 11! High Holborn 
skein Advertising Company Holborn W.C 

lathot House Arunde! Street “ Vidor- leaantions G Press to 

Nominal capital: £100 Directors Mis 1k Abbey House Victoria = Street, 
Silver, Mrs G lew london, SW] 
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Current Advertising 


New Hoover washing machine gets 
big publicity boost 


Heavy advertising will break Erwin Wasey & Co., Ltd.. wi!! 
next Tuesday for a new Hoover be concentrated during March 
clectric washing machine, Large and April The new washing 
spaces including half-pages, machine retails at £35 plus 
have been booked in national £14 17s. purchase tax 
daily and Sunday newspapers, 
provincials and women’s publica Machines demonstrated 

|} LIONS, 
advantages of the 


P The new washing machine will at press party 
use of electronic 


be introduced at the Daily Mail A press party was held at the 
instruments, made 


. +] » 
Ideal Home Exhibition which S#voy Hotel on Tuesday to in- 
opens on Tuesday. It has several [oduce the new development 


by their clients— new features including double — S!X washing machines were shown 
ro | | Washing capacity, a larger action. Display material, pro- 

CINEMA TELEVISION L | wringer, automatic pump empty- duced by the display age 
. | ing, and wheels for easy move- Of Hoover Ltd., outlining the 

tothe notice of lead- | ment, organisation and development of 
ing producers and The advertising, handled by the company, was also on show 


packers of food 


| e AT A GLANCE e 
Cdn y= | ACCOUNTS MOVING: 


British Empire Cancer campaign to Greenlys Ltd. 
(ADVERTISING) LTD. 


3: NEW ACCOUNTS: 
use & recommend - H. R. Danford & Sons Ltd., makers of Aylestone cut papers 
| (trade press, direct mail and evening newspapers) and Convoys 
FOOD MANUFACTURE | Ltd., travel agents, shipping, storage and warehousing (trade 
Stratford House | press, provincial press and direct mail), for Wilson Advertising 
Lid.; Ideal Handicrafts and Jacobs, Young & Westbury Ltd., 
Eden Street, London, N.W.! werangy Pop * — 7 ¥ 


for Froud & Partners Ltd.; Rose Brand tea (national and trade 


press, 16-sheet posters, and window display bills), Henriques 
FOOD MANUFACTURE is one of the | Hanri, cosmetic and toilet preparations, Sherrys of Putney, 


LEONARD HILL TECHNICAL GROUP | textile and household furnishing materials, and Hotel Nor- 
a | mandie (Bournemouth), for Perard Publicity Ltd.: National 
™ Federation of Wholesale Grocers’ and Provision Merchants’ 
| Associations, for Napper, Stinton, Woolley Lid 
| 


Berkshire Knitting (Ulster) Ltd, (fashion papers starting this 
summer) for Legget, Nicholson & Partners Ltd 


3 NEW CAMPAIGNS: 


Chivers Olde English Marmalade (Smiths Advertising Agency 
Lid.), national dailies, women’s magazines, general interest 


, magazines, provincial newsoaners and Underground = roof 
| cards; Glen Rossie Scotch whisky (Howards Press Advertising 

Lid.), national press; Peggy Page (Conroy Wykes Advertising 

YOVERING a new world Ltd.), full pages and other large spaces in women’s magazines 
Cee of the sclence | and double page soreads in trade press: Dolecis 90th birthday 
and chemical treatment in offer (the Winter Thomas Co., Ltd.), national and provincial 
Ee gg er bg han | | Newspapers and London evenings: Oxydol and Sylvan Corona- 
thetic, giving each mouh @ | tion offer (Erwin, Wasey Co., Ltd), large spaces in national 
review of the latest technical | dailies; E. R. Howard new floor polish (Sells Litd.), national 
developments all over the and provincial press, women’s magazines and trade press; 
world in materlais, machinery Kleinert’s (G. S. Royds Ltd.), weekly and monthly magazines 
a and trade press; Irish Tourist Bureau (Napper, Stinton, 
pon cad alld quentiee. Woolley Ltd. in) association with Sun Advertising Ltd 
(Dublin) ), national and provincial newspapers and magazines: 

FIBRES Alinese footwear (R. S. Caplin Ltd.), Evening Standard, News 
NATURAL AND SYNTHETIC Chronicle, women’s and class magazines, and trade oress: Van 
is another publication of the Heusen collars and shirts (Willings Press Service Ltd.), national 


Sundays, London evenings, provineials, The Times and 
Financial Times; Coty Instant Beauty (S. H. Benson Ltd.), Daily 
Express, Evening Standard and class women’s magazines; 


scumenams Guia? Hygex personal brushes (Stowe & Bowden Ltd), trade press, 
MANUPA\ , , 6 AR oa all 5 , 5 
FIBRES (NATURAL AND SYNTHETIC) and Toothill chairs, women’s press and local media 
PAINT MANUPACTURE New Hoover washing machine (Erwin Wasey & Co... Lid). 
wORLD os —— large spaces in national daily and Sunday newspapers, provin- 
Ser ae eae cials and women’s publications 
BUILDING DIGEST National Savings Gift Tokens (handled jointly by Rumble, 
MUCK cmeeee Crowther & Nicholas Ltd.. W. S. Crawford Ltd., Alfred Pember 
PETROLEU ’ ‘ “ete 
eumetenes, sam queens ton Ltd. and T. B. Browne Ltd.), national and provincial press. 
ENGINEFRING 
All published at OVERSEAS CAMPAIGN: 
Stratford House Glen Rossie Scotch whisky (Howards Press Advertising Ltd 
Eden Street, London, N.W.1 (Manchester) ) American press 
Specimen copies on request | 


Fesruary 26, 1953 


To lengthen its life, this year's symbol 
for lie Week makes no mention of 
the date of the event June 13—-20. 
Last vear's slogan of “A new tie is 
a tonic” has been retained. Con- 
siderably more money will be spent 
on the Tie Week promotion this 
vear. Plans are still being discussed. 


The avents are Haig-MeAlister Ltd. 


Howards to launch 
new floor polish 


What ts described as a “revo- 
lutionary floor polish” is to be 
introduced shortly by E.R. 
Howard Ltd., makers of Auto- 
brite car polish and Three-in 
One products 

No name has been selected for 
the product but the polish will 
contain) Aliphas which, it is 
claimed, “literally pushes dirt 
away.” 

Heavy advertising. handled by 
Sells Ltd., will launch the pro- 
duct which is expected to be out 
in time for a spring-cleaning 
promotion. 

National and provincial press 
will be used together’ with 
women’s journals Trade press 
advertising ts already appearing 


Hedley full page in 
‘Express for gift offer 


Thomas Hedley & Co., Ltd., are 
offering a Coronation souvenir in 
the shape of a bread kmife to users 
of their Oxydol and Sylvan. pro- 
ducts. 

Valued at 10s. 6d. the knives are 
being offered for 4s, 9d. plus the 
tops of one giant or two large packs 
of Sylvan or Oxydol. 

A whole page was taken in the 
Daily Express yesterday (Wednes 
day) and large spaces in national 
daily and Sundays and provincial 
newspapers ure also being used. The 
press advertisements carry applica- 
tion coupons and retailers are also 
being supplied with special applica- 
tion envelopes for distribution to 
customers, 

Erwin Wasey & Co., Ltd., are 
handling the publicity. 


BIRTHDAY SCHEME 


fo mark their 90th birthday 
Dolcis Lid. are offering a 2s. in 
the £ discount this week and next, 
to al! customers. The offer is 
being publicised through national 
provincial, and London evening 
press advertising handled by their 


agents, The Winter Thomas Co. Ltd. 
Continued on opposite page 
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MORE CURRENT ADVERTISING 


Greenlys signed 


for cancer scheme 


Greenlys Ltd. have been appointed 
to handle the advertising for the 
British Empire Cancer campaign 

Display advertising has started in 
the Daily Express, Daily Mail, The 
Times, Daily Telegraph, Radio 
Times, News of the World, and 
Sunday Express. The = classified 
columns of The Times, Daily Tele- 
graph, Sunday Times and Observer 
are also being used. 


Wholesalers launch 
publicity drive 

The National Federation of 
Wholesale Grocers’ and Provision 
Merchants’ P 
pointed Napper, 
Ltd. 
public relations campaign. The 
important part that the wholesaler 
plays in food distribution to-day 
will be the theme of extensive 
advertising which, initially, will be 
confined to the trade press. 


Stinton, Woolley 
to handle an advertising and 


Front page solus 
for new Coty line 


A front page solus in Tuesday's 
Daily Express was used by Coty 
to introduce their new non-drying 
liquid tint foundation, Instant 
Beauty. tt as being marketed in 
three skin-machine tones. 

A further space has been booked 
for the Evening Standard to-mor- 
row (Friday) and class women’s 
magazines are also on the schedule. 
S. H. Benson Ltd. the agents 


are 


Goya plan more 
cosmetics 


Goya are planning to 
“a new range of cosmetics. As a 
forerunner they are introducing an 
improved Goya Beauty Base in a 
newly-designed jar, which will be 
part of the new range, and Goya 
face powder in a new box with a 
pale pink polystyrene hd 

The new beauty 
natural powder 
packed in a 
a pink top, 

Publicity 
developed. 


, . 
IT’S A GIFT 
National and provincial 
advertising is being used to pub- 
new National Savings 
gift tokens which will 
for the first time on 
Monday The tokens sell at 1Ss., 
30s., 45s., 60s. and 150s 
All purchasers of 
tokens are being given a 
souvenir folder, National savings 
publicity is handled jointly by 
Rumble, Crowther & Nicholas Ltd., 
W. S. Crawford Ltd., Alfred Pem- 
berton Ltd., and T. B. Browne Ltd. 


introduce 


base has a 
foundation, It ts 
larger jar, white with 
which retails at Ss 


plans are still being 


press 


licise the 
Coronation 


be on sale 


gift 
coloure d 


these 


Trawler publicity 


enters classroom 


The British Trawlers’ Federation 
is bringing knowledge of the traw!l- 
ing industry into the classrooms of 
many British schools with a col- 
oured, illustrated chart showing 
many aspects of the trawlerman’s 
job. The centre-picce is a map of 
the Arctic and North Atlantic 
Showing the fishing grounds 
British trawlers find their 


oceans 
where 


catches 


41] 


Heart of London 
plement 


More Evening Standard supple- 
ments are on the way. 

Inaugurated with one on 
Women’s Services recentiy, 
new policy was continued last 
week with a four-page supple- 
ment on “The Heart of London.” 
Strongly supported by building 
and contracting firms’ advertise 
ments, it included articles on 
rebuilding plans, and readers’ 
views on “The City 1 Want to 
See.’ 

Leslie W. 


the 
the 


Necdham, director of 
advertising, Express group, claims 
that the success of the supple 
ment was due to its strong reader 
interest. 
* * * 

This week's issue of Woman's 

Weekly contains 30% pages of adver- 


tsing-—-and is a post-war record 
issuc of 68 pages. 

More issues of the same size are 
planned for the near future. 


In making the announcement, 


A. W. Burnett, advertisement direc- 
tor of Amalgamated Press Ltd 
publishes the fact that for the 
period July to December 1982 


Woman's Weekly net sales exceeded 
1.800.000 copies weekly—and ar 
sull rising. 


March 
Flying Review (the name has been 


of Royal 


issue Air Force 
changed from “Royal Air 
Review”) will feature an 
account of how the Russians are 
building up the East German air 
force behind the iron curtain. The 
magazine's pin-up girl is now in 
four colours. 


Force 
exclusive 


Spring Cultivations number of the 
Farmer & Stockbreeder contains a 
colour advertisement for Shell 
Weed Killers. Perforated, 1 can be 
detached to form a four-sided folder 
for easy reference. It is illustrated 
with a number of common weeds. 

* 

Shoe and Leather Record an- 
nounces that 696) entries were 
received for a Coronation Year 
shoe competition. Winner was 
M. G. Barber, a young designer 
with Clark’s of Street. The judges 
praised the work sent in by students 
at art schools and colleges of shoe 
technology. 

* * * 

Manchester Guardian Survey of 
Industry, Trade, and Finance, 1953, 


on sale (price 2s.) at the end of 
March, will contain 128 pages, 13 
in. x 1Ob in., of which about 80 
will be advertisements, a number 


in colour, 


* * 
As from March 6 = issuc, the 
Kentish Times serics will discon- 


tinue the practice—commenced in 
1947—of inserting classified adver- 
tisements in alternate copies. Make- 
up will also be — concurrently 
changed; classified advertisements 
which hitherto have been appearing 
on the back page will be moved to 
inside pages and the back page will 
contain news and pictures. 

* * * 


Hairdressers’ Journal (dated 
March 5) is a specially enlarged 
msuc and contains an art section 


with a selection of styles by the 

world’s leading hairdressers. 
x , * 

picture of a 


Carrying a colour 


robed 


peeress IS 4 new promotion 
folder announcing two special en- 
larged issues of oman’s Own on 
May 28 and June 4, There will be 
no imerease in rates. The folder is 
being sent by Stuart Mander, ad- 


verlisement 
Newnes Ltd 


director, George 
to advertisers through- 


out the country this wee 
. m 

\ new promotion folder 101 
Newnes Lucky Star group an- 
nounces an all-in advertisement 
ratc, for more than a million com- 
bined sale, of £300 a page, 6s. a 
thousand. 

. * 

From March 3 the Australian 

Monthly is to be issued fortnightly 


ind renamed Australian Magazine. 
* * . 

At a luncheon to celebrate the 
opening of his Northampton fash- 
on house, H. G. Heyworth praised 
the advertisement department of the 
Northampton Chronicle & Echo, 
which in three days suggested and 
“ pared the art work for a page 

veruisement, 


Monthlies bid for ad. record 


Advertising in the two leading 
Odhams Press monthlies, Every- 
woman and Ideal Home, is expected 
to reach post-war records this year 
There have been specially heavy 
bookings of coloar spaces in both 
Magazines. 

All colour spaces in Everywoman 


during 1953 have already been 
sold, ¢ xcept for a few Pages in the 
second half of the year, Harris 


Kamlish, 
Odhams 
this week. 

The demand for black and whit: 


advertisement 
Press Ltd., 


director of 
announced 


space in the magazine (latest 
figure 322,440) also continues at 
high level. Present indications ar 


that the 1953 volume of advertising 
will greatly exceed last year’s. 
ldeal Home also shows an ad- 


n 
During the 
he number of 
he fn d space 
ase over the 


first half of the year 
advertisers who have 
shows a IS per cent 
corresponding 


| od of 1952. and advertising 
ws a 14) per cent increase 
With only a few colour pages 


Ideal Home's 

already show 
increase over last 

bookings have been 

asing since 1950-——-by 
1951 and by a further 
1982 


ivailable in 1953 
uur advertisements 
10 per cent 

Colour 
dily incre 
per cent in 


per cent in 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii cover) 


APPOINTMENTS WANTED 


VISU ALISER 
end 
Box 4051 Ad) Weekly 

EDUCATED LADY 


expenenced 
gencies, now 


finest West- 
available 

180 Bleet St BC4 
inguist experienced 
export desires responsible 


advertising 


Pos.tion Willing to travel abroad 
Box 4079. Ad) Weekly 180 I rSsbos 
ENPERIENCED LAYOUT MAN socks 
tuation Pence! troughs and finished 
roughs 
Box 405) Ad Weekly 180 Fleet St BC4 
STUDENT. Vir mind, able to visualise 


good knowleds ‘yout 
crisp copyeriting wishes to mon 
Agency to develop strong creative 
ap ttude Opportunity more umportans 
than salary 


high standard 


Box 4084 Ad 


Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


ADVERTISING 


contact” free 


AGENCY 


lance artists 


wishes to 
covering = all 


types of art) work Ring TER minus 
$221 lor appoimtment 

FASHION ARTIST Cireelance) could 
work for one of two more clients 
Fully experienced 
Box 4085 Ad. Weekly 180 Ficet St BC4 


ARTIST TLELSTRATOR with creative 
ability, prefers line and wash drawing, 
secks progtesive work. Phone PRI 3796 


LUCRATIVE OPPORTUNTEY for free 
lance subscription canvasser to represent 
two additional old-established leading 
Trade Journals London and Provincial 
Group Areas 


Box 4028 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


WANTED 
Scottish or 


ADVERTISING 
Provincial for 
medium sized London 
nithon immaterial 
remain on Salary basis 
Box 4032 Ad) Weekly 180 Fleet St BC4 

BALLOONS specially imprinted for all 
advertising purposes, prices and samples 
on application, Surrey Rubber Co., Lid 
(Dept. A.W), Ashtead, Surrey 
ADVERTISEMENT CONTRACTORS 
Have you joined your own Association 
founded to fturther your professional 
interests and encourage better business 
relationships?’ Enquirtes to Secretary, 
c/o 42 Maiden Lane, London, W.C.2 


MISCELLANEOUS 


AGENCY, 
acquisition by 
Agency, recog- 
Principals could 


DEBTS collected throughout Britain. No 

resull—no commission:—Briltegal (Bs 
tablished 1919), 80 Leeds Road 
Bradford 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics, 
Careful supervision. Ask for prices, 


SUTTONS Printers 
Paignton Te/. 5542 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or smal) week! 
paper. Broadsheet or folio. Newar 
Advertiser, Newark 

PRINTING COMMISSION 
carn a regular and profitable agent's 
commission for al! printing orders you 

ibtain from reputable Ad- 

and Industrial 
stance given 

Managing Direc 

tor, G. I Tomkin Ltd Modern and 
printers Ol S Grove Green 
London Telephone 

natone 7496 


You can 


ae | 
1164/1165 


COMPETENT 


LANCE lettering 
and gencral artist offered desk, use 
of telephone and steady commuiasions 
In Pp casant well lit studio at nominal 
rent 
Box 4086 Ad Weekly 180 Fleet St BCS 

OPPORTUNITY — FREE LANCE 
Desk spa € ava © in Agency Studio 
we Ligh use of phone, nominal 
rent tainty f work for good all- 
rounder 
Box 4087 Ad Week Is Fleet St BOs 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXCELLENT opportunity for keen Pro- 
duction Assistant age 20-24, with grow- 


412 


“ APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. All b= 
- pI ae classifications, KS per line, 45s. per — panel inch. Minimum. 3 lines. Box No, 
Manager, Napper, Stinton, Woolley, charge, ome line plvr 9d. covering posta rates on application: all 


Li... 14/19 Great < “‘hapel Street, W.] 


GENERAL ARTISI IMPROVER wanted 
for finished art work on technical 
accounts in the London studio of 
Rooster Publicity Lid. Apply to Studio 
Manager, ‘Javistock House, Tavistock | 
Square, W.C.1. 


rRODL CTION ASSISTANT Gn: (male, age 
3/27), wanted immediately by busy 


Weekly,” 190 Fleet Street, 


sane if the applic 
he oF sae, s. 


ete. Series 
advertisements under seven insertions MU ST BE PREPAID. 
London, E.C.4. 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
ant is a man aged 18-64 inclusive or a woman aged 1%59 inclusive 


or the ao is excepted from the provisions of the 


Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


ipa agency. Previous experience of 
ordering blocks, typesetting, etc., essen- 


Order 1952." 


tial, ~~ = | year Ww suitable 

applicant pply, Production Manager, 

Alfred war) & Son, Lid., 130 Fleet MEDIA 

Sueet, E.C 
ARTISTS required for figure work and 

general Pictorial subjects commercial! PLANNER 
sqoeetense. ompenens position, | 

ours 9-5.40 enmsion scheme. Call ‘ i ¢ Z 

with specimens, Studio Manager, This is a job for a man of 
Theatre Publicity, 343 Finchley Road. about thirty. He will be well 
Hampstead, N.W.3. (Opposite Central , ‘ 
Library). | trained, probably by = an 
CREATIVE LETTERING ARTIST | American Agency, in media 
wante or st class Studio fully | 4 ; > > cans > 
pen OF planning. He must be capable 


Write | 

Box 4059 Ad. _ Weekly 180 Fleet St E04 
COMMERC TAL ARTISTS. Fully ex- 

perienced airbrush photo retouchers re- | 

quired for colour and black and white | 


of explaining his reasoning in 
conference and on paper. He 
should be capable of assum- 


The Florence Studio Ltd... 9 Fulwood . 

Place, High Holborn, W'C.1. — a cescmonggne 4 for 
> a " “ - . ye 4 é 4 ‘ 
ASSISTANT ‘required for Publicity De- | | “00' as oe 2 
partment of large Enginecring Contrac- | | relatively short time. Please 
tors to t ‘uel Industries nowledgc “y > » “eC 
of publicity oe and the ability to write in detail experience, 
write good nglish casential Some » 4g ‘ “ke ° 
engineering knowledge desirable. Salary | | age and salary bracket to: 
£350 wo £450 according to age and | 


experience Apply in writing, giving 
age, particulars of education and experi- 
ence w the Personne! Officer (P.D.), | 
The Woodall-Duckham Co., Sree, | 
Brompton Road, London, 5.W.3 


LEGGET NICHOLSON & 
PARTNERS LTD. 
17 Stratford Place, W.| 


CAPABLE MALE ACCOU NTS CLERK 
required by London advertising agency 
«1.1L.P.A.). Must be experienced in check- | 


ADVERTISING ASSISTANT required 
who has an agency background and is 


ing art and = blockmakers’ chargcs. interested in joining a Company with 
Five-day week, no ~_~heem Write, nationally known clothing products 
giving full particulars, fullest information to the Secretary. 

Box 4071 Ad. Weekly 180 Fleet St EC4 Box 4035 Ad. Weckly 180 Fleet St EC4 


B-O-A- 


requires 
Advertising Officer 


B.O.A.C. wish to appoint an experienced 
officer to develop the 
in Europe. 

The successful applicant will be based at Airways 
Terminal, Victoria, but will be required to undertake 
frequent tours to the Continent to consult with our 
advertising agents and sales team there. 

Candidates must possess a broad knowledge of press, 
display, outdoor and print advertising and must be 
competent to deal with the detailed administration and 
technical problems arising. Agency experience desirable. 
Commencing salary £875. 

Please send full details of experience, age, etc., to 
arrive not later than March 6, to the Chief Personne! 
Officer, B.O.A.C., Airways House, Brentford. 


advertising 
Corporation's advertising activities 


BRITISH OVERSEAS AIRWAYS CORPORATION 


TWO YOUNG ARTISTS 
Small well-known Fleet Street studio 
requires young lady with some fashion 
drawing experience. Also beginner 
for general studio drawing. Happy 
conditions for the right type. 

Box 4037 
Advertiser's Weekly 180 Fleet St C4 


REPRESENTATIVE reaqured by old 
established Advertising Agency Unusual 
opportunity for right man to achieve 
top promotion Must have good ac- 
counis and references Write for 
appointment in strict confidence to 
Box 4070 Ad. Weekly 180 Fleet St EC4 


CAPABLE YOUNG JOURNALIST 
wanted by Northern publishers of trade 
journals Essentials fluent writing. 
g00d English and news sense Good 
prospects for right man. Apply in own 
handwriting, stating age, education and 
experience to 
Box 4044 Ad Weckly 180 Fleet St EC4 


AN OLD ESTABLISHED FIRM of pro- 
cess engravers require two representa- 
tives for the North, one of whom 
would be based on Manchester, the 
Manchester representative's qualifica- 
tions to include a knowledge of 
advertising agencies and their require- 
ments 
Box 4072. Ad. Weekly 180 Fleet St EC4 


— CTION Jt NIOR (male or female) 


20-22 years, at least one year's 
expeiie nee (layouts an advantage), re- 
quired by Fieet Street Agency. Write 


Box 4042 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST required by progres- 
sive Birmingham Advertising Agency. 
Experience in line, wash and lettering 
essential Progressive position, con- 
genial conditions. Write, giving full 
particulars to Edward Hilton Advertis- 
ing Ltd., 63 Pershore Street, Birming- 
ham, 4 


BIRMINGHAM ADVERTISING 
AGENCY requires keen young Produc- 
tion man with sound knowledge of block 
ordering, press and print production. 
Position offers great scope for future 
development Congenial conditions. 
Write giving details of experience to 
Managing Director, Hilton Advertising 
Ltd., 63 Pershore Street, Birmingham, 
« 


REQUIRED FOR ADVERTISING 
DEPARTMENT, a young man with 
flair for detail work. Will be required 
to handle on own initiative material for 
Advertising Agents and progress adver- 
tisements to final Creative ability is 
not mecessary, but must be good at 
figures. Write. giving detai's of experi- 
ence, age and salary required to Assis- 


tant Publicity Manager, The Englisn 
Electrio Co Lid Foregate Street 
Offices, STAFFORD 

EDITORIAL ASSISTANT required for 


Works Magazine of large industrial or- 
ganisation in Midlands Good, crea- 
tive writing experience essential; experi- 
ence of industria! journalism an advan- 
tage. Write, stating salary required and 
enclosing specimens to 
Box 4033 Ad. Weekly 180 Pleet St BC4 
ASSISTANT preferably female for 
Publicity Dept., to be responsible for 
systematic filing of a large library of 
photographs and to undertake some edi- 


torial work Newspaper reporting or 
similar experience § desirable Write, 
Stating salary required, to Ref, SA/8, 


Personne! Dept.. E.M.1. Sales & Service 
Ltd.. Hayes, Middlesex 


DESIGN EXECUTIVE with specialist ex- 
perience in showeard, folder and book- 
let production Used to handling first 
class Commercial Artists and layout 
men; urgentiy needed Good oppor- 
tunity for right man under 40. Appli- 
cations in strict confidence to: Merri- 
mens. 3 & 4 Lincoln's Inn Fields, Lon- 
don, W.C.2 

RAPIDLY cxpanding North London 
weekly mewspapers require representa- 
ative, able to carn good salary on 
salary and commission basis, and not 
frightened of hard work 
Box 4068 Ad. Weekly 180 Fleet St BC4 


{ 


’Phone your Classifieds to CHA 8844 (Ex 25) 


Fepruary 26, 1953 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel 


FURTHER EXPANSION 


at 
NEVIN D. HIRST 
(ADVTG.) LTD. 


has created 5 new 
vacancies 


ASSISTANT 
STUDIO 
MANAGER 


Practical experience as 
all-round agency artist 
essential. Should possess 


administrative ability and 
a critical appreciation of 
first class artwork in the 


contemporary idiom. 
Duties involve detailed 
control of complete 
studio staff. Will not 


normally be called upon 
to produce drawings him- 
self. Apply in writing, 
Specimens not required in 
first instance. 


FIRST CLASS 
ARTIST 


Capable of producing 
wide range of finished 
work in most categories. 


LETTERING 
ARTIST 


Capable of producing 
good lettering in all styles 
including a variety of up- 
to-date scripts. 


ADAPTATION 
ARTIST 


Capable of speedy and 
accurate development of 
given designs to range of 
sizes. 


COPYWRITER 


To work on wide variety 
of accounts will not be 
expected to concentrate 
on a_ strictly limited 
group. 


All vacancies exist at 
LEEDS office. Living 
accommodation can 
arranged. Previous Adver- 
tising Agency experience 
is essential in each posi- 
tion. All applications in 
writing with full details 
of experience and salary 
required. Specimens 
should be sent in all cases 
(except as stated above) 
with detailed note ex- 
plaining actual portion of 
work carried out. 


NEVIN D. HIRST (ADVTG.) LTD. 
Grattan House, Mount Preston, Leeds, 2 
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Fesruary 26, 1953 


APPOINTMENTS VACANT 


SENIOR 
COPYWRITER 


to take over responsibility for 
copy in London agency pro- 
ducing industrial advertising of 
very high standard. 


This is a well remunerated 
key post, demanding ability to 
dig for facts, fertile imagination, 
polished copywriting and capa- 
city for hard and often quick 
work in collaboration with the 
Art Director. Only those who 
already have experience which 
fully measures up to these 
requirements, and who under- 
stand how to appeal to industry, 
should apply. 


Write fully (present staff 
know of this advertisement). 
State salary required. 


Box 4040 
Advertiser's Weekly 180 Fleet st EC4 


TECHNICAL WRITER required by firm 
in North West London area manufac- 
turing aircraft electrical equipment. 
Applicants must have concise style and 
be capable of compiling technical speci- 
fications from data or drawings slec- 
trical knowledge essential The posi- 
tion its superannuated and gives con- 
—— scope t an ambitious man 

th adequate experience. Write, stat- 
ine experience, age and salary requiged 


Box 3976 Ad. Weckly 180 Fleet St EC4 


DEPARTMENT STORE MAN 
Advertising Assistant to General 
Manager required by comprehensive 
Department Store (600 staff) 20 miles 
London. Keen, down-to-earth mer- 
chandising sense plus technical know- 
how, preferably having actual store 
experience, able to work within 
moderate (but expanding) budget. Com- 
mencing salary £600-750. Own personnel 
informed. LETTERS ONLY IN FIRST 
INSTANCE. (Full confidence observed) 
giving essential details and precis of 
career to 
G.M. Welwyn Department Store, 

Welwyn Garden City, Herts. 


ASSISTANT PACKAGING DESIGNER 
required by J. Lyons & Co.. Ltd., able 
to create, with good standard of finished 
sketch work. Knowledge of type 
necessary. Full details to 

_ Box 4034 Ad. Weekly 180 Fieet St EC4 

Experienced first Class letter- 
ing/layout artists required. ce 
Florence Studio Ltd., 9 Fulwood Place, 
High Holborn, W W.C1. 

AN EXPERIENCED | CIRCULATION 
MANAGER required by London Pub- 
lishers with group of periodicals. Reply 
~ confidence, stating age, experience, 
etc., to 
Box 3970 Ad Weekly 180 Fleet St EC4 

SPACE SALESMAN required in South 
Western Counties for local] displayed 
media Must be capable of earning 
substantia} income. Excellent opportu- 
nity for person with initiative. Write 
Box 3909 Ad. Weekly 180 Fleet St BC4 


REPRESENTATIVE 
required with live high-level contacts 
to handle point-of-sale advertising 
material and patented animated dis- 
plays. 

SILK SCREENED PRODUCTS Ltd. 
Lewis Road, Richmond, Surrey. 


ARTISTS. Experienced furniture and still 
life artists — for line, wash and 
colour illustratio: 

Box 3980 Ad Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


| 


IDEAS LAYOUT MAN for Advertising 
Departmem of national manufacturers 
of light) engineering products selling 
direct to industrial users and through 
retailers Excellent opportunity for 
young man just complcted Nationa! 
Service Write full details of experi- 
ence, present position and salary to 


Box 4043 Ad. Weekly 180 Fleet St BC4 


EVERETTS 


have a vacancy for 


A LAYOUT 
ARTIST 


with at least 3 years 
agency experience. 
Essentials are 

a high standard of 
presentation and 
lettering 

together with a 
sound knowledge 
of typography 
Please write or phone 
Mr. Ronald Terry 
Everetts Advertising Ltd., 


10 Hertford St., W. 
GRO 3477 


ASSISTANT 


ASSISTANT 


(aged 22-26) required in 
Advertising Department of Celotex 
Lid. Excellent opportunities for young 
man with initiative and ideas Full 
details to Advertising Manager, North 
Circular Road Stonebridge Park, 
London. N.W.10 

cequired for Advertising 
Department of a leading manufzcturer 
Some experience of communications 
advertising an advantage but not essen- 
tial. Excellent prospects. Write stating 
age, education. and expericnce to 
Box 4067 Ad. Weekly 180 Fleet St BC4 


THE LONSDALE - HANDS 
ORGANISATION 


has vacancies for 


|. LAYOUT MAN with §all- 
round typographical experience 


2. GENERAL ARTIST—Specialis- 


ing in lettering 
3. ILLUSTRATOR in ail media 


who are willing to work in its London 
Studio for a period of not more than 
nine months of the year, and the residue 
to be spent in one of its provincial 
branches. The period in the provincial 
branch would be off-set by a very high 
bonus scheme and full expenses. Only 
fully experienced artists need apply to 


W. A. Rouse, 
Studio Director, 
The Lonsdale-Hands Organisation, 
Commonwealth House, London, W.C.1 


REQUIRED for 


London Office of Pro 
vincial Advertising Agency, experienced 
Account Executive. 30/40 years of age. 


Unique opportunity for right man. 
State full details of experience, salary 
required, 


etc. 
Box 4029 Ad. Weekly 180 Fleet St EC4 


' 


APPOINTMENTS VACANT 


SHORTHAND TYPIST required by smal! 


London agency Commencing salary 
t6 10s. per week with splendid oppor- 
tunities for responsibility and advance- 
ment. Full details in confidence to 
Box 4074 Ad. Weekly 180 Flee: St BC4 


MEDIA 
RESEARCH 


Man or woman wanted for 
Media Research. 
should have experience of 


He or she 


statistical work of a similar 


nature or an appropriate 


University Degree. 

Please write fully, including 
age and salary required, to 
H. C. Caffin, 


PRITCHARD WOOD 
and Partners Ltd. 


25, Savile Row, W.1 


EXPERIENCED LETTERING ARTIST 


required in the Londot Studio of 
Alfred Bates & Son, Ltd., must be 
quick, clean worker. Apply with speci- 
mens to Studio Manager, 130 Fleet 
Street. E.C.4 =e La 
A POSITION on the advertising sales 
staff of established developing export 
magazine offers prospects of Adver- 


tisement Managership to proved Sales- 
man Full details and experience to 
Box 4089 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEFKLY 


APPOINTMENTS VACANT 


TWO OUTSTANDING 
Creative 
LAYOUT MEN 


required immediately 


e 
A first-rate opportunity for men 
with not less than ten years’ 
agency experience to work on an 
interesting range of technical 
and consumer accounts. Fullest 
details in confidence to 


Creative Manager 
ALFRED BATES 
AND SON LTD. 

130 FLEET ST., E.C.4 


PUBLICITY & 


SALES PROMOTION 
REPRESENTATIVE required by old 


establisheu firm of Motor Car Distribu- 
tors in Manchester, Applications from 
men between the ages of 20 a . 
giving particu'ars of education and 
experience should be addressed to the 
Sales Director Joseph Cockshoot & 
Co., Lid., Great Ducie Street, Man 
chester, j ‘ ae 
ANOTHER LAYOUT MAN wanted in 
busy Agency capable of creating slick 
visuals for presentation to clients 
State experience and salary required. 
Box 4057 Ad. Weekly 180 Fleet St BC4 
SPACE REPRESENTATIVE, energetic 


with expericnce 
is offered 

established 
ects Appl 

Box 4066 eM Weekly 180 Fleet St BC4 


and real selling ability 
responsible pasition with 
_ Journal, Good pros- 


accounts. 


qualifications who is 
responsible capacity. 


of this appointment. 


VISUALISER— 
COPYWRITER 


An experienced creative man is required by a well 


known agency to work on a number of interesting 


The position is important and the right remunera 
tion will be paid to the man with the necessary 
prepared 
Our staff have been notified 
Please write giving details 


of experience and salary required 


Box 4038 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


to work in a 


’Phone your Classifieds to CHA 8844 (Ex 25) 


"FEE 
5 -= 
— 


a 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SECRETARY / SHORTHAND - TYPIST 
required for busy West End Agency 
Production Director who needs and 
appreciates initiative COMSCICNtiousness 
and keenness Five-day week, 9.30 to 
5.Ww Phone Production Director 
REGent 2600 

EXPERIENCED GOOD ALL ROT ND 

ARTIST —iayout, lettering and visuals 
Write for particulars and salary re- 
quired. KADEK * St. James's Road, 

Surbiton. Surrey 


ADVERTISEMENT REPRESENTATIVE 


waned for London. Very good salary 
and expenses to experienced man 
Apply GO Magazine, 20 Pali Mall, 
Swi 

LAYOUT/VISUALISER required Must 
be capable of producing quick, forceful 
layouts for store advertising Apply 
with specimens of work to House of 
braser, Advertising Department 10, 
Buchanan Street. Glasgow 

REQUIRED for Publicity Department in 


London of large organisation manufac 
turing = «and merchandis ng domestic 
applances and television receivers 
young man or woman assistant, enter- 
prising and willing to learn, but with 
some experience of the production and 
progressing of press advertising, print 
and ceaer aids. Apply, stating salary 
required and quoting ref AAI to 
Box 4003 Ad. Weekly 180 Fleet S: EC4 


First Class Colour 
and 


RETOUCHING 
ARTIST 


Phone for appointment 
MUS 8434 


CIRCULATION REPRESENTATIVES 
needed, London and provinces for GO 
magazine hither full time or part 
time representation or salaried whole 
time position Apply GO Magazine 
20 Pall Mall, S.\W.1 


SPACE SALESMAN 
cogmecring journal 


required for an 
Adveriising experi 


| 

| 
ence essential. Write, in confidence 
wvng full details of experience, age 
and remuneration required, to 


Box 4065 Ad. Weekly 180 Fleet St EC4 


A Marketing and 
Merchandising Man 


with some Research Training 
is required by 

a large and progressive London 

Advertising Agency handling a 

variety of National Accounts. 

He must be accustomed to 
analysing figures and other 
information and to planning 
their presentation in diagram- 
matic and other forms. He will 
be required to take charge of 
and develop a department cover- 
ing Analysis of Media, of Retail 
Distribution and Marketing In- 
formation, also the collection, 
analysis and presentation of 
information relating to Mer- 
chandising. 

This is NOT primarily a 
technical Market Research job. 
The man selected, while being 
familiar with Market Research 
technique and methods will be 
mainly required to show initia- 
tive in selecting, analysing and 
presenting information on the 
above subjects likely to be of 
interest and practical use to 
Advertisers. 


Box 40% 
Advertiser's Weekly 180 Fleet 8t EC4 


WANTED | 


Black and White | 
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CLASSIFIED ADVERTISEMENTS 


Situations Vacant: ‘The 


unless be or she, or the 


Notification of Seasein Order 1952.” 


answering these advertisements must 
be made through a Local Office of the | A ashe of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 —— or a woman aged 18-59 inclusive 

d from the provisions of the 


VISUALISER 


is not essential. 


Technical and General Advertising 
Agency Limited 


Member of the L PE. Group of Companies 


T & G have a vacancy for a good visualiser who prefers being 
busy, can fit into a particularly happy group and would like 
to stay. The job is mainly concerned with the general side 
of the Agency's work and experience on technical accounts 
He should have the ability to develop his 
own or the team's ideas in the form of good pencil roughs 
including figure work and lettering. 


TYPOGRAPHER | LAYOUT MAN 


There is also a vacancy for a typographer/layout man to 
work on adaptations and mark-ups. 


Send brief details of experience and salary required to: 


Studio Manager, T. & G., 101, St. Martin’s Lane, W.C.2. 


ADVERTISEMENT REPRESENTATIVE 


with initiative, able to sell space and 
produce rough layouts, wanted for 
larac weckly newspaper in thick'y 
populated industrial area On edge of 
country. Particulars of age and experi 
ence in confidence to County Express 
ltd Stourbridge, Worcestershire 


FIRST CLASS 


LINE 
ARTISTS 


for finishing technical 


illustrations. Knowledge 
of engineering an advan- 


tage but not essential. 


Write or telephone for 


appointment. 


STUDIO IRWIN LIMITED 
Irwin House, Gough Sq., E.C.4 
City 2171 


THREE WOMEN COMMERCIAL ART- 
ISTS required Ages preferred 21-25 
Capable of commercial line illustration, 
experience of catalogue work and lay- 
out. Apply Gestetner Ltd, Tottenham, 

17 


LONDON PUBLISHER requires Assis- 
tant Art Editor in their make-up 
department, Experience in typography. 
layout, marking up, etc essential 
Write giving details of age, expericnce 
and salary expected, to 
Box 407% Ado Weekly 180 Fleet St EC4 

LONDON DISPLAY & EXHIBITION 
Contractors require first class repre- 
sentative with existing connection 
among National Advertisers. Send tull 
detais, including age, experience 
salary, and commission required ur 
staff are aware of this advertisement 
Box 1904 Ad. Weckly 180 Fleet St EC4 

TYPOGRAPHER required by Agency 
handling Technical Accounts Should 
have sound knowledge of layout and 
be prepared to handle adaptations 
pe in confidence giving full par 

ticulars, including salary required. to 
Box 4021 Ad. Weekly 180 Ficet St EC4 


WANTED FIRST CLASS Greeting Cards 
Artist, old Artists welcome, Write to 
Box 4069. Ad. Weekly 180 Fleet St EC4 


A West End Studio 


requires good class men for 


™ LETTERING 
and LAYOUT 


® RETOUCHING 


Really experienced people will be happy 
with the wide variety of work. No 
Saturdays 


Write or Phone 
STAR ARTISTS 


7 Poland Street, London, VW! 
GERrard 3033 


SALES DEVELOPMENT DEPARTMENT 
of International Airline office in London 
requires capable young man for market 
research and analysis Similar experi 
ence with large commercial concern 
essential, Write full details to 
Box 4055 Ad. Weekly 180 Fleer St EC4 

AN UNUSUAL OPPORTUNITY for 
Agency (London) visualiser keen to 
progress Interesting accounts—-must 
have real aptitude to dig out sales 
fac s—-copywriting experience Write 
giving experience, salary, etc 
Box 4058 Ad. Wecek'y 180 Fleet St EC4 


PRODUCTION 


A large West End Agency has 
a vacancy in their mechanical 
production department. 
Applicant should be capable 
of handling a number of large 
accounts without supervision. 
Thorough agency experience 
essential. Full particulars to 


Box 3999 
Advertiser's Weekly 180 Fleet St EC4 


PHOTOGRAPHER able to retouch phot 
arap ws cnginecting 
s andard. required publicity departmen'’ 
large manutacturer London area. Salary 
according to ability 
Box 4046 Ad. Weekly 180 Fleet St EC 4 


subjects io a high 


’*Phone your Classifieds to CHA 8844 (Ex 25) 


a be TION MAN capable of handling 
Technical Accounts — for established 
Agency Previous expericn essential 
Box 4060 Ad. Weekly 180 Ficet St EC4 
CONTACT MAN required for process 
engravers he € Stating experience and 
Salary req ul 

Box 4050, Ad. “Wee 
ARTIST required 


kiy 180 Fleet St EC4 
must have good layout 
sense and be neat worker for the 
general make-up of advertisements 
Adapt Services, § Rosebery Av € 


REPRESENTATIVE REQUIRED for 


Manchester firm of silk screen printers 
and display producers Know edge of 
Process and persona! contacts would be 
use! Wrie in confidence giving full 
particu'ars and terms required to 
Hellawe'ls Brownsficld Mill, Great 
Ancoats Stree:, Manchester. 4 


CREATIVE LAYOUT ARTIST 
for well known London 
should be able to produce siick roughs 
ot other peoples’ ideas, and be capabic 
ol crea ing in his own right He is 
Promised ample Opportunity to express 

working on large national 
Phone CENtral 4030. Ex 

app untment tor interview 

TYPOGRAPHER. Fully experienced with 
ex lent layout sense. Capable of pro- 
ducing expert adaptations for National 
Press advertising. Required by leading 


required 
Agency | 


London Agency Wr oe stating experi 
ence and salary requ 
Box 4091 Ad Weekly. ‘30 Fieet St EC4 


ECB. 


REQUIRE A 


TYPOGRAPHER 


FOR ADAPTATION 
LAYOUT 


Please apply in writing to 
The Art Director giving 
full 


particulars including 


age and experience. 


FOOTE, CONE & BELDING 
27 HILL STREET, W.1 


EDITORIAL LAYOUT ARTIST required 


for monthly women’s magazines, Good 
at lettering Familiar with gravure 
process Write stating age, experience 
and salary required 
Box 4047 Ad. Weekly 180 Ficet St BC4 
PRODUCTION ASSISTANT, also AS- 
SISTANT PRINT BUYER (both male 
over 21) required. Good al! round 
experience essential. Write stating sal- 
ary. experience, etc to Geo. Murray 
(Advtg.) Ltd.. 184 Strand. W_C.2 


COPYWRITER wanted 

Tool mailing pieces 

technical leaflets. Technical 

> of changing style might 

Edwards Ltd.. 349 Euston 
Et 


bar Meg oe 
or Machine 
catalogues 
writer 
suit i 
Road 
SPACE SALESMAN 23/30 
classified and semi-disp!ay 
initiative and drive. Write 
details of experience, etc., t 
Box 4062 Ad. Weekly 180 f ott St EC4 


Able to sell 
Must have 
ai ving fu 
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FEBRUARY 26, 1953 


FREE LANCE ARTIST 


eries 
Box 4064 Ad. 


SECRETARIAL ASSISTANT (young man 
ation 
Manager of well-known monthly maga- 
Preferably someone who has had 
Shorthand and 
S-day week. Pariiculars 
experience and salary required 


or woman) required by Circ 
zine 
a little press experience. 
typing essential, 
of age, 


to 
Box 4061 Ad. Week'v 180 Fice 


Weekly 180 Fleet St EC4 


t St PC4 


APPOINTMENTS WANTED 


required 
furniture drawings, must be first ¢ foo 
and prepared to work for quick deliv- 


iii 


| CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


ADVERTISER'S WEEKLY 


Three 


reliable men with good all 


| Agency, 

adaptable, 
necessary 
team or will split. 


or propositions. 


hardworking, with 


an able copywriter. 
Box 4076 


AN AGENCY 


is looking for an experienced 
reliable, versatile man, who can 
be trusted completely to handle 


contact with a man possessing 
these qualifications ; he is also 


Advertiser's Weekly 180 Fleet St EC4 


wide range of media, 
colour still life. 


| MAN, creative and energetic 
ability to develop original ideas. 


TECHNICAL 


COPYWRITER, good 


: ponsibility technical trade press adver- 
a major SCeOURC. A letter to tising, catalogues, etc. Prefers radio/ 
the advertiser at the box electronics. 
number given below will make Box 4049 


round 
experience seek employment London 
Keen, 
““*know-how'’—available as a 


GENERAL ARTIST experienced 
specialist full 


VISUALISERIPRODUCTION 


VISUALISER! 
technical 
background, accustomed complete res- 


Advertiser's Weekly 180 Fleet St EC4 


the 


with 


taries, Clerks, 
need of staff, 


etc. 
contact Embassy 


(WHltehall 5924), We 
efficient personnel. 


SCRAPER artist 
London area. 


seeks 


change 


Box 4056 Ad. Weekly 180 Fleet St BC4 


COLOUR WORK. 
and specialist’ in 
change of employm 


In a et life 


Excel House, Whitcombe Street, 
specialise 


SHORTHAND-TYPISIS, Private Secre- 
If you are in urgent 


Bureau, 
W.C,2. 
in 


First class designer 


requires 


Box 4030 Ad. Weekly. ‘80 Fleet St EC4 


campaigns. 
Sales planning 


overseas. 


Advertiser's Weekly 


WELL-KNOWN 
DIRECTOR 


seeks 
NEW APPCINTMENT 


control — Engaging 
inspiring salesmen. 


TO AGENCY DIRECTORS AND 
ACCOUNTS EXECUTIVES 


SALES 


18 Years’ executive experience of :- 
Home and Export selling and marketing. 
Agency co-operation and advertising 


Marketing of new products. 


forecasting — budgetary 
training - and 


49 years old and interested in post at home or 


COULD THIS SOLVE 
YOUR CLIENT’S PROBLEM ? 


IF YOU THINK IT MIGHT — PLEASE WRITE 


180 Fleet Street - London 


SPACE SALESMAN $2: ex-Service, both | “QCOUNT EXECUTIVE 


1, Manager 
wars. good personality and education. = manner and, Bree 
Experienced all-round salesman with sentation, media, etc, | 
successful space selling record seeks 


Seeks position in Agen 
position in London where taitiative and wr. gency 


enterprise would be appreciated 


APPOINTMENTS WANTED 


A FIRST CLASS SPACE SALESMAN 


with wide connections will shortly be 

free to join established company. He 

is under 40 and will be pleased to 

discuss your proposition, Please write 

for facts and figures to Il Grove 

PARTNERSHIP IN AGENCY Avenue, Moscicy, Birmingham, 13, of 
out $3 

Energetic advertising man (40) with INR ENCED PACE SALESMAN. 

20 years experience and small capital, "“blament fasearity, & A a. 4 to high 

wishes to join smallish progressive earnings, sccks | change. oay “media. 
London Advertising Agency Write Willing to trave 

giving brief details to _Box 4054 Ad Weekly 180 Fleet St EC4 

Box 4039 GIRL ART STUDENT, 20, requiring 

Advertiser's Weekly 180 Fleet st EC4 trainee position in studio or agency 

y Box 4053 Ad. Weekly 180 Fleet St BC4 


experienced as 
ance consult- 


Sound knowledge marketing, pre- 


scful contacts. 
Write 


Box 4052 Ad. Weekly 180 Fleet St BC4 


Box 3924 Ad. Weekly 180 Fleet St BC4 CAPABLE YOUNG designer with five 
years’ exhibition experience, secks job 
with scope, sound working drawings, 

ADVERTISING MANAGER models, lettering, etc, Good references, 

_ Box 4088 Ad. Weekly 180 Ficet St BC4 

or post where creative ability can ADV - ply ae with 
good record desires post ecn progres- 

be used, sought by experienced sive long and varied experience pro- 
advertising man and journalist— vincial morning, evening, and weekly 


Age 50 


write newspapers good references. 
Gen Box 4009 Ad. Weekly 180 Fleet St BC4 
PRINT BUYER-—<ight years’ practical 
Advertiser's Weekly 180 Fleet 81 EC4 experience of Printing, Publishing, 
Agency Print and Press Production 
COPYWRITING experience sought. by Le ae ae 2 oe 
young man (26) in agency or news- “ . 7 = 
paper, has unusually good varied back- ae = Ad. Weekly 180 Fleet 8 BOS 
ground in writing and merchandising. ASSISTANT EXECUTIVE 29, experi- 
Good education. Prepared accept junior enced Agency and advertiser, seeks 
position for experience opening with medium/small agency or 
Box 4031 Ad. Weekly 180 Fleet St EC4 store —_—— opportunity to develop 
YOUNG MAN 29% WHO CAN W rz copy writin —— 
a eee noe Magee Bee Be Box 4081 Ad Weekly 180 Fleet St BC4 
secks progressive post advertising, P. LAYOUTS in penci! and colour. Experi- 
ew promotion. Salary range £450 500. enced young man secks appointment, 


Hay 4078 Ad. Weekly 180 Fleet St BC4 


Salary £7, 
Box 4082 Ad. Weekly 180 Fleet St BC4 


(Continued on 
BUSINESS OPPORTUNITIES page 411) 
FOR 
® Advertising and Industrial photography in 


monochrome and colour 


® Facsimile copies of art work 


CONTACT 


STUDIOS FIFTY-ONE ‘LIMITED 
Adprint House « ‘Rathbone Place - London « W.1. 


® Colour prints from transparencies up to 20” x 36” 


® Enlarged colour transparencies for display 


TENDERS 


COUNTY BOROUGH OF BLACKPOOL 


THE BLACKPOOL HOLIDAY JOURNAL 


The closing date for Tenders is 8th April, 1953. 


Town Hall, 
Blackpool. 


Town Clerk, 


Tenders and designs for production of the 1954 Holiday 
Journal (80,000/100,000 copies 94” x 74” 104 pp. and cover) are 
invited in accordance with details available on request from 
H. Porter, Director of Attractions and Publicity, Town Hall. 


TREVOR T. JONES, 


1954 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


BUSINESS 


introduces 


An entirely new-style, forward-looking 
supplement bound-in with every issue of 
BUSINESS commences in April. 


PROSPECT will present the month's 
significant facts and figures of production, 
purchasing power and retail trade which 


are essential to policy-making executives. 


PROSPECT will interpret these facts 


and figures, examine trends, forecast 


developments. 


PROSPECT offers banks, insurance and 
finance houses, publications for the business 
man, and all advertising and selling services, 
a sound advertisement medium covering, with 
BUSINESS, a top executive level in indus- 
try and commerce. 


Ask for dummy of PROSPECT and 
BUSINESS rate card. (A.B.C. July-Dec. 
1952 over 12,500 monthly). 180, Fleet 
Street, London, E.C.4. CHAncery 8844. 


BE FORWARD-LOOKING, TOO 
BOOK SPACE IN 


PROSPECT 
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PRESS — 


3-D PICTURES IN 
CHILDREN’S PAPER 


What is claimed to be the world’s 


first space-travel story told in three- | 


dimensional pictures, will be pub- 


| lished on Monday when “Lone Star 


Rider Magazine” will present 
stereoscopic strip-cartoon pictures. 

Small viewing device will be used. 
“Lone Star Rider Magazine” is 
published by Die Casting Machine 
Tools Ltd., of Palmers Green, N.13, 
who also manufacture “Lone Star 
Rider” revolvers, rifles, lariats and 
many other toys. 


FAR EAST TRIP 


C. W. Carstairs Turner, a director 
of Colin Turner (London) Ltd., 
will be leaving for a two-month 
tour of the Far East to-morrow 
(Friday). 

He will visit Singapore, Kuala 
Lumpur, Ipoh and Penang, Thai- 
land, Hongkong, British North 
Borneo, and Sarawak. 

Colin’ Turner (London) Ltd. 
represent newspapers and cinemas in 
Colonies to be visited and Mr. 
Turner will be discussing means and 
ways of assisting British firms to 
market their goods in these terri- 
tories. 


PRESS PRODUCTIVITY 
CONFERENCE 


Productivity Conference, called 
under aegis of Joint Industrial 
Council of the Printing and Allied 
Industries, held in London under 
presidency of Kenneth Brown, 
president, Newspaper Society. 

James Anderson, leader of Pro- 
vincial Press Productivity Team 
which visited America, and John 
Fletcher, secretary of the Printing 
and Kindred Trades Federation, re- 
viewed main points in team’s report. 

Later four committees met under 
chairmanship of Ernest Osborn, 
H. Riding, V. M. Butler and H. L. 
Howarth, respectively, each con- 
sidering in detail portion of recom- 
mendations made. 


POSTER QUOTES PRESS 
COMMENT 


A “Daily Telegraph” leader on 
Friday said: “Millions of families 
will soon be planning next summer's 
holidays. Let none be diverted 
from familiar haunts by fear of a 
bleak reception.” On Tuesday, 
British Railways had posters up in 
London reproducing part of the 
leader and announcing: “The 


| resorts will be ready to welcome 


you.” 


Over 100° press representatives 


and B.B.C. TY newsreel team 
attended sausage breakfast at New 
Churchill's Club, Bond Street, to 


taste new sausage introduced by 


Hampton Court butcher, to cele- 
brate freeing of sausage next Mon- 
day. Kennerley Edwards & Asso- 


ciates Ltd. organised event. 


Of total £110,000 needed to com- 
pletely clear cost of building and 
equipment of Patra laboratories at 
Leatherhead nearly 90 per cent has 
been received from members and 
by Government erant, G. L. Tillot- 
son, chairman of Patra, announces 
in current number of “Patra News.” 


Published by the Proprietors, BUSINESS PUBLICATIONS, Lta., at their office at 180, Fleet Street, London, E.C.4. 
uary 26, 1953. Printed in England by Staples Printers Limiced at their Great Titchfield Street, London, 


(Phone: 
ectablish: 


BACK TO PRE-WAR 
AD. FEATURE 


Hector Powe, tailors, have re- 
sumed their “Powe’s Pow-Wows” 
single column series of advertise- 
ments of general “chit-chat” in the 
London “Evening News,” for which 
they were famous pre-war. 

They say series has re-started be- 
cause large number of customers 
and friends remarked that they re- 
member the “Pow-Wows.” 

Hector Powe advertising is 
ae by Lovell & Rupert Curtis 


NEW IRISH STOUT 


Tostal Stout has been launched in 
Ireland by Beamish & Crawford 
Ltd., of Cork, to coincide with the 
Irish festival An Tostal. Agents: 
Rumble, Crowther & Nicholas. 


‘TRUTH’ RE-STYLED 
_ New-style “Truth” (under Ronald 
Staples) to appear March 6. —— 
area increased to 10; in. x 84 in. 
Cover reintroduced after 12 years. 
Contents on front, with new title- 
piece. Ad. positions inside front 
and on back cover. Rates un- 
changed. First bigger issue 36 pp. 
Editorial policy is to produce “con- 
structive policy of the middle 
Right.” 
for 


Ad. “Sunday Times” in 
Kemsley provincial newspapers this 
morning (Thursday) believed to be 
first commercial announcement to 
be set in Pilgrim, a new Linotype 
face. Ad. claims “circulation in- 
creasing each week and urges 
place your order now.” 

CAMPAIGNS 

New campaign for Snowfire Wave 
Set, one of the products of F. W. 
Hampshire & Co., Ltd., has just 
started through Mather & Crowther 
Ltd. Spaces used will include quar- 
ter pages in several weekly magz- 
zines, half pages in “Home Chat” 
and “Home Notes” and spaces of 
varying size in other women's 
magazines. National daily and Sun- 
day newspapers and the “Radio 
Times” will also be used. 

Eugéne launching new powder 
shampoo’ with page “Daily 
Mirror” next Friday, March 6. 
Other large spaces in national daifies 
and Sundays, women’s weeklies and 
monthlies to follow. Sells Ltd., 
the agents, have designed pack and 
display material. 

Royal Album number of “To- 
day” (Norman Kark Publications) 
includes pictorial scrapbook of Her 
Majesty's life, and lavishly illus- 
trated descriptions of Buckingham 
Palace and other royal residences. 
Other articles, historical and antici- 
patory, are angled on Coronation. 

A 40-page supplement in March 
issue of “Electrical and Radio 
Trading” is one of biggest ever 
devoted by any trade paper to pro- 
ducts of one firm. The firm is 
Morphy-Richards Ltd., who are 
conducting big sales promotion cam- 
paign for their automatic electric 
irons. 

New “Daily Sketch” company— 
in which Associated Newspapers are 
joined by “News of the World”— 
will have capital of £10,000 in £1 
shares. 

Chancery 8844.) 
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